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Consumer free riding occurs when consumers gather information about a product
through a full-service retailer and then ultimately purchase that product from a limitedservice retailer. This phenomenon is becoming more common as consumers have an
increasing number of retail channels in which they can evaluate and purchase products.
The prevalence of this behavior is causing problems for retailers, particularly small,
specialty retailers, as they struggle to deter free riders.
The goal of this research is to explore free riding in the context of small, specialty
retailers in an attempt to isolate key factors which influence free riding behavior and
which may give specialty retailers and managers insights and tools with which to combat
this behavior. This is accomplished through three studies, two qualitative and one
quantitative. In the two qualitative studies, detailed information regarding free riding
motivations and experiences is gained through interviews and open-ended questionnaires.
The information gathered in studies one and two is then used in conjunction with the
Theory of Reasoned Action to create a model of free riding. The model was tested across
four samples and includes firm-controllable factors which may influence free riding.

This research yielded many insights into consumer free riding behavior. One of
the most illuminating aspects of free riding uncovered through this research is the
emotional factor associated with free riding for some consumers. This emotional element,
a sense of obligation to purchase from the retailer, was discovered and explored. Factors
such as desire to support local merchants, personal connection to the retailer and extrarole service were revealed as firm controllable elements that retailers might be able to use
to influence purchase obligation and therefore deter free riders. Other factors, such as
subjective norms, were also found to impact free riding attitudes, while the impact of
price sensitivity on free riding met with mixed results in this study. The results of this
research offer managers possible tools for deterring free riders and offer researchers
future areas for research.
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CHAPTER I
INTRODUCTION

Introduction
Free riding occurs when an individual consumes the services of a full-service
retailer and then uses the knowledge and services gained from that retailer to make a
purchase from a limited- service retailer, which often boasts lower prices (Singley &
Williams, 1995). The phenomenon of free riding is increasingly becoming a problem for
brick-and-mortar retailers as consumers are using traditional retailers as “showrooms” for
products, gathering information about products at a retailer, and then ultimately
purchasing the item from an online retailer at a discounted price. This behavior is not
new, and can be traced back as far as the 1960s, with consumers travelling from retailer
to retailer to use services and get the best price. However, the ease of comparing prices
and ordering products online from home or via mobile technology has caused a sharp
increase in free riding behavior recently, with as many as 50% of online shoppers stating
that they first viewed products in a brick-and-mortar retailer before making their online
purchase (Zimmerman, 2012).
While free riding may seem to be a byproduct of today’s more informed
consumer, it is causing major problems for brick-and-mortar retailers who are footing the
bill for shoppers without getting sales in return. Brick-and–mortar retail owners have
many costs associated with creating a functional shopping experience, which include
1

staffing their store with knowledgeable employees, paying utilities and taxes, and
keeping their stores adequately stocked (Greene, 2012). This makes it difficult to
compete with online retailers who do not necessarily share the same cost structure
(Carleton & Chevalier, 2001). Free riding has had a noticeable impact even on large
volume, “big box” retailers such as Wal-Mart, Target, and Best Buy (Zimmerman, 2012).
These retailers, along with many others are frantically searching for ways to combat this
behavior, which is widely believed to be “next evolution of retail” (Talley, 2013).
Examples of strategies implemented in an attempt to quell free riding include Wal-Mart’s
online to in-store program, where consumers place their orders online at the Wal-Mart
website and then pick up the item at a local store (Zimmerman, 2012) and Best Buy’s
price matching guarantee (Gara, 2013). While it may be too soon to tell if these
programs will work in the long run, Best Buy has declared that their price matching
guarantee has solved their free riding problem (Gara, 2013). However, price matching is
not really a sustainable solution for all retailers, and may not even be a long-term solution
for Best Buy with 96% of surveyed smartphone owners in one study stating that they
planned to free ride in the future (Arthur, 2013).
While price matching may be a solution for large national chains such as Best
Buy, it certainly cannot be a solution for smaller, specialty retailers who offer the
expanded services so desired by free riding consumers. These specialty retailers are more
at risk for free riders because of the nature of their services and products (Singley &
Williams, 1995; Thau, 2013). Free riding most often occurs for products that are not
purchased frequently and for which the consumers must gather information, either from
their ability to examine a product in person or from asking a knowledgeable salesperson
2

for advice (Thau, 2013). Specialty retailers differentiate themselves from other retailers
by offering knowledgeable staff and a deep assortment of products in a product category,
both of which are costly to acquire and maintain (King & Ring, 1980; Skallerud,
Komeliussen, & Olsen, 2009).
Aside from the difficulties that free riding causes for retailers, it may represent a
shift in the exchange norms of society. By engaging in free riding behaviors, consumers
are blatantly violating the norm of reciprocity. The norm of reciprocity states that when
an individual does something for another individual, that person is obligated to repay the
act in some way (Gouldner, 1960). When consumers engage in free riding behavior, they
are violating this norm, which is observed as a norm in every known culture (Cialdini,
2009). By using the services of the full-service retailer, but not repaying the retailer in
any way (not making a purchase) the free riding consumer is not fulfilling their obligation
to the full-service retailer. The role of obligation in free riding behavior has yet to be
examined, and may have an effect on consumers’ willingness to engage in free riding
behaviors.
Significance of Study
From a theoretical perspective, the issue of free riding consumers may provide
insight into the changing norms currently affecting the marketplace. The norm of
reciprocity states that one must repay another in some way for something they are given
(Cialdini, 2009). By free riding, consumers are taking something (services, time, social
interaction, etc.) from the brick-and-mortar retailer, but are not giving anything back to
the retailer in return. The fact that free riding may violate a societal norm does not seem
to be a concern for consumers, as free riding behavior continues to increase in popularity.
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Examining the violation of reciprocity and its impact on consumers may reveal an
emotional element associated with free riding. After an extensive review of the literature,
it seems that the sense of obligation associated with lack of reciprocity in retail free
riding behaviors has yet to be examined.
As evidenced by the increasing media attention directed at free riding behaviors
and the strategies that some retailers are employing to counteract these behaviors, this
topic is of great importance to the managers of brick-and-mortar retailers. Studies have
shown that as many as twenty to fifty percent of consumers may be free riders (Van Baal
& Dach, 2005; Zimmerman, 2012). With as many as half of consumers engaging in this
behavior, the negative impact of free riding is becoming increasingly problematic for
retail owners and managers. Beyond the direct costs associated with free riders, there are
other negative effects to the retailer. For example, free riding has been shown to result in
decreased morale of salespeople (Singley & Williams, 1995). Also, retailers suffer
opportunity cost issues resulting from free riding, as their sales associates may
unintentionally neglect the needs of paying customers to serve free riders, who may or
may not have ever intended to make their purchase form the retailer (Van Baal & Dach,
2005). These costs associated with free riding can be detrimental to retailers (Kucuk &
Maddox, 2010).
Statement of Purpose
The purpose of this study is to better understand the phenomenon of free riding.
Few studies have explored the concept of free riding in the modern marketplace.
Although the problem of free riding was identified in the 1960s, there is relatively little
literature regarding this phenomenon in regards to retailing, and even less concerning
4

possible deterrents to free riding in this context. The majority of literature regarding free
riding exists within economics, where the term is used most often to describe individuals
who partake of public goods without payment (Devlin-Foltz & Lim, 2008). In a public
goods scenario, individuals can choose to enjoy a public benefit while choosing whether
or not they will contribute to the payment for that benefit. Similarly, free riding in a retail
context can occur any time that it is not feasible for a retailer to separate the services it
provides from the products it sells (Van Baal & Dach, 2005). Because there is not a way
to separate the services offered by the retailer from the products the retailer offers,
consumers can choose to pay or not to pay for any services they receive. Consumers can
use the personalized services offered by full-service retailers, but not pay the higher
prices associated with these services. Rather, they can use the services of the full-service
retailer to select or inspect an item and then purchase the item at a discount retailer
(Carleton & Chevalier, 2001).
Small, specialty retailers were chosen as the context for this study because of the
increased risk that free riding poses to these smaller, more focused retailers. Free riding
may occur in any situation where the consumer uses the services of a full-service retailer
to determine their desire to purchase an item and then purchases the item at a discount
retailer. While this behavior can be detrimental to any full–service retailer, it may be a
more serious problem for small, specialty retail stores than for larger chain stores. As has
been pointed out by the popular press, large chain retailers and “category killers” such as
Best Buy and Target may be able to simply price match with online retailers, thereby
keeping at least a portion of their sales. However, small, specialty retailers may actually
be the retailer group at most danger of free riding losses (Singley & Williams, 1995).
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These stores are expected to have a knowledgeable staff and a deep assortment of
products in their chosen product category, both of which are costly to acquire and
maintain, in addition to costs of the physical presence of the retailer (utilities, rent, etc.).
Also, the threat of online retailers and their lower prices may be a greater concern
to these specialty stores than to other, larger retailers. While specialty stores differentiate
themselves, in part, by their unique product offerings (Gagliano & Hathcote, 1994), many
online stores are able to offer identical or close substitute products at a lower cost. So, for
this study, free riding will be examined in the specific instance when a consumer shops at
a small, specialty retailer and then purchases the item online.
Understanding why consumers might choose to free ride or not to free ride is
particularly important as the practice of free riding becomes more prevalent. This
practice is becoming more convenient for consumers as making purchases online
becomes both easier and less expensive. Many consumers do not even have to sit at a
computer to place an online order; they can make purchases directly from their mobile
devices. Also, with some online retailers such as Amazon.com offering free expedited
shipping to certain consumers, the expense and long waits associated with ordering
online may be less of an issue than they have been in the past.
Organization
This dissertation is organized as follows: first, a review of literature regarding free
riding and specialty retailing is conducted. Next, two qualitative studies are performed.
The first is a series of sixteen depth interviews with individuals who reported engaging in
free riding behavior. The purpose of the first study is to better understand the dynamics
of modern free riding behavior, including variables that may sway consumers to engage
6

in this behavior. In an attempt to generalize the findings of study one to a broader group
of consumers, a second qualitative study is conducted. The second qualitative study
includes data from two separate samples, one student referral and one confirmatory
intercept sample of specialty retail customers. This second study consists of a
questionnaire containing four open-ended questions, designed to further isolate causes
and deterrents of free riding behavior. The collective data from the interviews and both
samples from study two are analyzed. This analysis leads to the identification of key
variables and hypothesized relationships between these variables and their influence on
free riding behaviors which are analyzed in a third, quantitative, study.
In order to empirically examine the relationships of key free riding variables, a
model of free riding is presented. This model is based on the findings from studies one
and two, as well relevant literature. In study three, a survey containing measures of key
constructs is created in order to test the relationships and relative influence of these
constructs on consumers’ attitudes and intentions to free ride. Measures included in the
model are tested for internal consistency and validity. A final data collection consisting of
distributing the survey the model for four separate samples is conducted. The data is then
analyzed. The results of this study, as well as a discussion regarding the results of all
three studies are presented.

7

CHAPTER II
LITERATURE REVIEW

Free Riding
Free riding is widely believed to have first been formally discussed in a retailing
context by Telser (1960), who stated that retailers might be discouraged from offering
certain information or services to consumers, as those consumers might ultimately
purchase the item from a different retailer offering a lower price but no services. Tesler’s
(1960) discussion and many similar economic policy studies examine free riding as an
outcome of the lack of resale price maintenance (e.g. Fabricant, 1990; Klein & Murphy,
1988). They note that when it is not feasible to charge consumers a higher price when
providing full-service, then there is little incentive to offer this level of service to
consumers. However, specialty retailers differentiate themselves by offering full-service;
therefore, it is not feasible to discontinue this service.
Although free riding has been acknowledged as a problem for decades, there are
very few studies which attempt to identify or understand the motives associated with free
riding. More often, free riding is studied indirectly through issues like multichannel
information search (e.g. Pauwels, Leeflang, Teerling, & Eelko, 2011). This behavior is
often labeled “research shopping.” Research shopping, as explained by Verhoef, Neslin,
and Vroomen (2007), is the propensity of some consumers to search for products or
services using one type of distribution channel but to use another type of channel for
8

purchase. Research shopping, therefore, is a broad term which can apply to searching
and purchasing through any channels (internet, brick-and-mortar, catalog, etc.) (Konus,
Verhoef, & Neslin 2008). Free riding, on the other hand, historically refers to the
problems faced by full-service retailers when consumers use their resources to evaluate
products but then make their ultimate purchase at a low-service, low-price retailer (Klein
& Murphy 1988). Free riding as a specific form of research shopping has yet to garner
much attention or research in the marketing literature.
Some notable exceptions to the lack of focus on free riding include past research
that has focused on consumer decision making and marketplace interaction styles and
their relationship to free riding activity (Burns, 2006, 2007). Burns (2006) finds that
motivation to locate high quality products, novel items, and good deals can all lead
consumers to have a positive attitude toward consumer free riding. Also, individuals that
have assertive (acting in their own best interest) or aggressive (a tendency to
confrontation) marketplace interaction styles have a positive attitude toward consumer
free riding (Burns, 2007). These findings add understanding to why an individual might
feel positively or negatively towards free riding, but do not lend much assistance in
understanding the decision making process of consumers who engage in free riding.
Free riders are difficult to understand and difficult to identify. It is almost
impossible for retailers to determine which shoppers are free riders and which are not
(Wu, Ray, Geng, & Whinston, 2004). It would be too costly for retailers to not offer their
services to actual potential customers in hopes of deterring free riders; therefore, fullservice retailers must still offer a variety of services to consumers and hope to entice
consumers to make purchases from their stores. For example, free riding is more
9

prevalent in situations where the consumer does not purchase the product often (Van Baal
& Dach, 2005). This may be due to the consumers’ need to gather information about the
item before the purchase. The full-service retailer allows the consumer to gather the
information from their product assortment and employees, but the consumer is able to
purchase the item from a discount retailer or online. However, the retailer cannot stop
offering this information or they would lose the characteristic that differentiates them
from other retailers.
Free Riding and Specialty Retailers
As opposed to mass merchandisers, specialty stores concentrate on a limited
number of complementary merchandise categories (Grewal, & Levy, 2011; Huddleston,
Whipple, Mattick, & Lee 2009). This means that specialty stores are expected to stock
multiple options within one or several closely related product categories for their
customers. This narrow focus implies that that the employees at specialty retailers will
have expertise with the products they carry. After product selection, the most important
criterion for specialty store patronage is knowledgeable salespeople (Gagliano &
Hathcote, 1994). It is expected that the individuals working at these stores have a high
degree of knowledge about their products and are able and willing to share that
knowledge with their customers. This specialized expertise is another factor that
differentiates specialty retailers from other stores (Dukes, Geylani, & Srinivasan, 2009;
Hansen, 2003; Skallerud et al., 2009). Aside from the knowledge of the salespeople at
specialty retailers, there is also an expectation that the general level of customer service
will be higher than at other retailers (Flaster, 1969; Huddleston et al., 2009). Perhaps
because of the high levels and knowledge of specialty retail employees, specialty retailers
10

also have a better reputation for developing customer relationships than other stores
(Hansen & Solgaard, 2004). While these elements of product assortment, knowledgeable
employees, and high levels of customer service are beneficial to consumers, they can also
be a costly burden to specialty retailers, particularly if their investment in products and
services receives no return from consumers in the form of sales. When consumers choose
to utilize these benefits offered by specialty retailers but decide to make their purchases at
an online retailer, the retailer is left with no recompense for their efforts.
Free Riding and the Internet
Some have noted that free riding may not be an issue for retailers as long as
search costs are comparable, since some consumers will not choose to free ride due to the
increased search costs associated with visiting another retailer and therefore the fullservice retail will profit from the non-free riding consumers (Shin, 2007). However, Shin
(2007) notes that free riding from brick-and-mortar to internet retailers is a much more
substantial problem due to the reduced information search costs associated with internet
shopping. Online shopping is associated with increased free riding behaviors due to the
lowered search costs provided by this newer technology (Wu et al., 2004). In the past,
when a consumer wanted to compare prices, they actually had to visit or contact other
individual retailers. The introduction of price comparison websites and apps makes it
much easier to find the lowest prices on an item online.
While free riding may occur in any instance where a consumer utilizes the
services of a full-service retailer and then ultimately purchases the item from a low
service, low price retailer, the introduction of internet shopping has made this behavior
even more attractive to some consumers (Chevalier, 2002). It has been suggested that the
11

internet’s potential for free riding may even play a role in the decline of some industries
(Kucuk & Maddox, 2010). This decline is due to the development of new online and
mobile technologies that have made free riding even easier for consumers. Online
technology had already reduced information search costs by providing quick access to a
wide variety of information sources (Wu et al., 2004), but these search costs are
becoming even more negligible as consumers no longer have to be in front of a computer
to gain online information about a product. Today it is possible for a consumer to find a
product in a retail store, pull out their cell phone, scan the barcode of the item, and
compare prices for that item both at other traditional retailers and at various online
retailers. This increase in availability of price comparison technology and websites may
increase the substitution of online shops for brick-and-mortar purchasing (Pauwels et al.,
2011).
While free riding may certainly occur from the internet retailers to brick-andmortar stores (Van Baal & Dach, 2005), it may be a bigger issue for the brick-and-mortar
stores from an economic perspective. Internet retailers have largely fixed costs, while
brick-and-mortar retailers have more variable costs and therefore lose more profits when
potential shoppers choose to purchase elsewhere (Carlton & Chevalier, 2001). This is
due to the nature of brick-and-mortar retailing; the brick-and-mortar retailer costs are
more likely to be per customer, and include such intangibles as personal interaction
between the shopper and employees (Carlton & Chevalier, 2001).
Some would suggest that because of these facts and the undeniable cost savings
associated with online retailers, the traditional retailers should simply accept the presence
of free riding as the new reality of retailing (Talley, 2013). But striving for a deeper
12

understanding of how consumers reach their decision to free ride may lend insights that
could lead managers to new strategies that could potentially deter free riding behaviors.
So, although free riding has been lightly studied in the past, the constantly
changing retail climate makes this subject ripe for further study. Free riding constitutes a
choice on the part of the consumer (Burns, 2006, 2007, 2010). But what leads consumers
to make that choice? In order to develop a theoretical model to try and explain free riding
behavior, two qualitative studies are employed to answer the following research
questions: 1)Why might a consumer choose to engage in free riding behavior and 2)
What might prevent a consumer from engaging in free riding behavior? To answer these
research questions, two qualitative studies are conducted. The first study includes a
series of depth interviews with self-proclaimed free riders, and is designed to give a
broad understanding of modern free riding experiences, including what influenced these
consumers to choose free riding and how they felt about their free riding decision. The
second study includes four open-ended questions drawn from relevant issues associated
with free riding, identified in study one. This study is meant to generalize and focus the
findings of study one in a larger, more diverse sample. The findings from the two
qualitative studies together give insight into the causes and deterrents of free riding.
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CHAPTER III
CONCEPTUAL DEVELOPMENT

Study One
Although there is some existing free riding literature, very few past studies on this
topic have included a qualitative element. Because of the lack of holistic data regarding
free riding, depth interviews are employed to gain a deeper understanding of the
motivations for free riding behavior. In the interviews, consumers will be able to explain
their decisions to engage in free riding behavior. Interviews allow the researcher to probe
deeper into responses, providing more detailed data than other data collection methods.
So, in a manner similar to Singley & Williams (1995), preliminary interviews are used to
gather textual data regarding free riding behaviors. A purposive sample of 16 individuals
was recruited through posts on social networking sites, word of mouth, and personal
connections. Interviewees were asked a series of questions regarding a time that they
engaged in free riding behavior at a specialty retailer, specifically a time when they
shopped with a specialty retailer and then purchased the item online. This scenario is the
specific free riding context that will be examined throughout this research project. The
decision to focus on free riding from specialty to online retailers was made for two
reasons. First, as noted above, free riding can potentially have a greater impact on small,
specialty retailers than other types of retailers. Second, online retailing has had and will
continue to have a large impact on free riding decisions by offering reduced prices.
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Interviews were conducted at a variety of locations on the campus of a large
Southeastern university. Participants were informed that their responses would remain
confidential and that they were free to stop the interview at any time. The interview
participants were 50% female, with ages ranging from 23-45. An overview of the
participant characteristics can be seen in Table 3.1.
Characteristics of interview participants
Respondent
Pseudonym

Age

Gender

1.

Louisa

23

Female

Product
Category
Discussed
Jewelry

2.

Joan

24

Female

Jewelry

3.

Frank

24

Male

Sporting Goods

4.

Jean-Luc

24

Male

Hobby Items

5.

Lee

25

Female

Sporting Goods

6.

Carrie

28

Female

Sporting Goods

7.

Raul

28

Male

Music

8.

Sharma

29

Male

Accessories

9.

Cameron

29

Male

Hobby Items

10.

Nicole

31

Female

Accessories

11.

Sheri

33

Female

Styling Products

12.

Olivia

33

Female

Home Decor

13.

Lucy

34

Female

Kitchen Products

14.

Doug

38

Male

Kitchen Products

15.

Allen

40

Male

Fashion

16.

Ted

45

Male

Books
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The depth interview method was chosen so that consumers would have the
opportunity to explain their decision making process in regards to free riding. An
interview guide was developed and used in semi-structured interviews (see Appendix A).
While this guide was useful in maintaining semi-conformity among the interviews, the
interviewer deviated from the guide when necessary to gain further insight into a
response. After recording demographic information and assigning the participants a
pseudonym, participants were first asked to think of a specific time when they had
shopped for an item at a specialty retailer and then ultimately made the decision to
purchase the item online. They were instructed to keep this specific scenario in mind
throughout the interview. Participants were first asked why they would choose to shop
with the specialty retailer rather than at another type of retailer or online. This question
was designed to shed light on the underlying reason for free riding. If consumers are
choosing to shop at one retailer and then purchase at another, there must be some
deficiency at the initial retailer. But if this is the case, why choose to visit that retailer?
They were also asked if they had any particular relationship to the retailer. This question
was designed to once again determine why they chose to visit the retailer and to
determine if having a relationship with the retailer had an impact on their free riding
decision. They were then asked to describe the particular situation in detail and what
specifically made them decide to purchase the product online. After describing the
situation and answering any follow-up questions, they were asked if they experienced any
mixed feelings after engaging in this behavior. This question was asked because free
riding violates the social norm of reciprocity, therefore some emotional strife might
present itself as a result of the norm violation.
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Interviews were conducted in privacy on a one-to-one basis with the participant
and interviewer. All interviews were recorded digitally and then transcribed verbatim.
Responses were analyzed in a manner suggested by Weiss (1994). Responses were read,
and then re-read and initial themes of responses were determined. From these themes,
initial categories were created. Data from each interview was coded into these categories.
Emerging relationships among the categories was also noted and used to organize the
data into specific categories that illuminate issues associated with modern free riding
behaviors. To view the full interview transcripts, see Appendix B.
Findings
Through the analysis of textual data provided in the interviews, a number of
variables emerged that explain a consumers decisions to engage in free rising behavior.
Each of these variables is discussed in the following sections. First, general experiences
with free riding are presented. These experiences are then dissected to isolate key
variables that impacted the free riding decision and emotions that participants
experienced as a result of free riding. The findings all emerged as a result of analysis of
the interview data and are supported by quotes from the interview participants. Because
of the repetitive nature of responses, not all respondents are quoted in the each of the
findings. There were no meaningful differences between the respondents quoted and
those not quoted.
Motivation to Shop Specialty
First, respondents were asked why they chose to shop at a specialty store at all.
Why not just go online? Why not visit a “big box” retailer? Respondents noted that they
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visited the specialty retailers for a variety of reasons. The most prevalent reasons were
the product assortment of the retailer and the ability to experience the products first hand,
good service and knowledgeable employees, and a variety of special services offered by
the retailer. Among these reasons to visit the specialty retailer, the ability to actually see
and touch the product was one of the primary motivations to actually enter the store. As
noted by the respondents, the actual “feel” of a product is one thing that cannot be
determined by shopping online. For example:
“You can actually see and feel and hold whatever it is you’re looking at
rather than just seeing a picture. I’ve shopped online before and gotten
the item and it’s been a different size or color than I thought. So if you
actually go to the store you can see it and touch it.” (Olivia 33)

“Obviously touch….tactile feedback. You can actually play with it or if
you can look at the box itself and read it and see how it feels or mainly
just touching and being able to have the one on one feedback with
someone else there like an employee. Just them telling you more about a
specific product helps. I know you can generally chat online but it’s not
the same as face to face.” (Cameron 29)

“But usually for me it comes down to being able to get opinions but
actually being able to see the dimensions and understand the product in a
way that I can’t when I just see it online. So usually I do research before I
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actually visit the retailer and then I go to the retailer and then ultimately
go buy it online.” (Jean-Luc 24)
Respondents also noted that along with being able to experience the product, they
specifically went to the specialty retailer to garner knowledge from the owners and staff
of the specialty retailers. There is an expectation that specialty retailers will have a
certain degree of expertise regarding the products that they sell. This expertise and the
security that it provides consumers led some of the participants to shop with the specialty
retailers.
“Probably because there are people in the store that know what the
subject is and there’s a level of expertise there and you can ask questions
and have feedback on that.” (Ted 45)

“Quality probably and also because I feel like I can trust the people
working there. Because when I think of a specialty retailer, I think of a
small town store that maybe isn’t a huge chain. And with them I feel like I
can trust the people that own it and the employees and I won’t have as
many problems if I have to return it or if I need to know about the
product.” (Joan 24)
The interview participants note that they enjoy many of the benefits of visiting a
full-service specialty retailer, particularly the knowledgeable service and ability to
experience the products in person. But even their desire for these benefits does not
preclude them from free riding.

19

The Free Riding Experience
Past literature paints a picture of free riding in which individuals visit a brick-andmortar, full-service retailer, gain information from that retailer through experiencing the
product (trying it on, touching, using it, etc.), and talking to knowledgeable salespeople,
and then travel to a discount, low service retailer to ultimately purchase the product. The
information from the interviews shows a slightly more complex free riding process, in
which the brick-and-mortar retailer may only be one element in the information seeking
process. Interview participants fell into two categories: 1) first seeing their desired
product at the retailer and then purchasing the product online (as with traditional free
riding); or, 2) first encountering the product online, then travelling to the retailer to
inspect the product, and ultimately returning to the online retailer to purchase the product.
Many interviewees fell into the more traditional free riding process of first seeing
or examining the product at a brick-and-mortar retailer. Some reported visiting the
retailer to shop for a specific item or items within a specific item category which they
believed that particular retailer would have in stock. Others had seen a specific product
outside of a retail setting and later encountered the product in a retail setting. For
example, Lee (respondent 5) explains that she was interested in a product, but had not
decided to purchase the product until visiting the retailer.
“Well, I saw people using the hammocks at a musical festival a few years
ago and I was always kind of curious about them but I didn’t really know
about the brand or anything and so when I was in the store and I saw them
I got really excited. But I was like “I don’t want to buy this right now,
they’re really expensive.” And then I just kept thinking about it and
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decided I really wanted one so I decided I’d just go look on Amazon. And
so I went and looked and it was a noticeable amount cheaper. So that’s
when I decided to get it online rather than go back to the store. “(Lee, 25)
The other interview participants stated that visiting the retailer was a part of the
information gathering process. Many noted that they were aware of certain product
specification and prices online, but waited to examine the item in person before making
their ultimate purchase decision. For example, Nicole (respondent 10) explains her
process in purchasing a protective case for her cell phone:
“I had been online so I knew how much it cost on Amazon. But I wasn’t
going to buy it sight unseen. I was undecided until I saw it in the store.
And I really wanted it in the moment. But I knew I didn’t want to spend
$50. I also looked at a couple of other cases that I hadn’t seen before in
there too. The employees were showing them to me and telling me about
them and telling me about what people bring back. They gave me a lot of
information. I totally exploited them for information. And they were very
nice. And I made my friend I was shopping with look at the case. We
agreed it was a nice color. And I decided to go home and buy it. I may
have actually pulled it up on my phone right then and there. Yeah, I went
into another store and looked it up on my phone just to check the price.
Because, if it had only been $5 cheaper online then I would have bought it
at the store there in the mall, but for $20 less online I just couldn’t justify
buying it in the store.” (Nicole 31)
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The free riding experiences described by participants largely confirm previous
thought regarding free riding experiences. Participants travelled to a brick-and-mortar
retailer to either to shop or to inspect a specific product which they had previously
encountered, and then made the decision to purchase the product from an online retailer.
These experiences give a general outline of the free riding decision, but there are specific
elements regarding the experiences that are of interest in understanding the decision and
its emotional consequences on consumers.
Price
In keeping with existing thought regarding free riding, the majority of
interviewees reported that the price difference between the specialty retailer and online
retailer was the primary motivation that made them want to purchase the item online after
shopping at the brick and mortar retailer. All participants noted receiving a discounted
price from an online retailer and many also noted free shipping and no taxes as additional
price incentives. Although savings from going online varied extensively, this was the
main reason cited as to why participants chose to buy online. Examples of statements
regarding price are, “I want to say it was $350 in the store. But then I bought it online for
almost half of the price” and “There was a $12 savings buying online, even after
shipping.” One of the most telling statements made about the role of price may have
come from Doug (respondent 14), who cited only a $4 price savings, but still chose to
buy online.
“It’s going to sound silly but the price online was $9.95 and the price in
the store was $13.95. However, that’s not taking into consideration tax. So
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when I buy from Amazon I don’t have to pay tax as well. And the shipping
is free.” (Doug 38)
The interview participants were adamant that price savings were the primary
motivation to engage in free riding behavior. The highest price savings reported was
$200 while the lowest was $3. Many also noted that if the brick-and-mortar retailer could
have matched the online price, they would have purchased the item from them rather than
the online retailer.
Obligation
Interestingly, when asked if they felt any mixed emotions regarding their free
riding behavior, many participants noted feelings of guilt associated with an obligation to
the retailer. Some participants did not report feeling any mixed emotions at all, but those
who did report mixed emotions mentioned feeling “guilty” or “bad” about their behavior.
Some participants noted a general feeling of guilt associated with the behavior. For
example, as Sharma (respondent 8) states, sometimes there may be a sense of pride in
getting a lower price, but then a negative emotion may follow.
“And then I thought about it and so you know at first I was excited about
it, about getting a good price, but now I feel a little bit of guilt. I feel like
I’m not doing the right thing going to the shop and getting a feel of it but
then buying online.” (Sharma 29)
Other participants stated specific reasons for feeling guilty about their behavior.
Two primary reasons to feel obligated or guilty emerged from the interviews. These
reasons are personal connection to the retailer and extra-role service from the retailer’s
employees. Many of those who felt guilty noted a personal connection to the owners or
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employees of the retailer. This connection ranged from having a longtime friendship
with the owners or employees of the retailer to simply being recognized by the
employees. The following are statements made by participants who noted a sense of guilt
associated with their behavior.
“Yes, especially because of my dad and his connection. He loved (the
retailer). But we were always trying to save money. So we would go for
the best price. But I think we always felt bad. We felt like we were kind of
cheating them a little bit. Because we would be like “yeah this is a great
bat” and he would be ready to ring it up and then you didn’t want to make
that decision until you knew it was the best price.” (Carrie 28)

“And I did feel guilty because I am friends with her (the owner) and I
know that she is struggling financially and I should have thrown money
her way.” (Sheri 33)

“I would feel bad doing that. Especially, you know if it was something I
was looking at for a long time and then all of a sudden there’s a good deal
online and then I didn’t buy it from the specialty shop. I would kind of feel
bad about that a little bit because they see me pretty regularly.” (Raul 28)
Interestingly, the personal connection element of guilt seemed to work two ways.
As noted, participants stated that they felt guilty not purchasing items from a retailer with
whom they share a personal connection. On the other hand, some participants who did
not state any mixed emotions stated that a lack of personal connection kept them from
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feeling “bad” about their behavior. As Lee noted, “Well for some reason I feel rude
whenever I go to any store and end up not buying anything. But I don’t really care since
none of them (the employees at the retailer) know me.” Doug also stated a lack of
emotions in regards to his behavior given his lack of connection to the retailer, saying “I
mean they don’t know me. I’m not one of their regulars.” These statements imply that if
there was a personal connection, then there might be more of a sense of obligation to
purchase from the retailer.
Another common theme was the influence of extra- role service on obligation to
purchase from the retailer. When retailers offered additional services or were
extraordinarily helpful to the interviewees, the interviewees expressed a sense of
obligation to the retailer, and guilt if they did engage in free riding behaviors. Many
participants noted feeling bad if they felt that the employees of the retailer had invested a
lot of time or energy in helping them with their purchase. Others noted that special
services offered by the retailer played a role in their guilt. Example statements regarding
extra-role service and guilt include:
“I really do feel bad. She spent the time to explain them to me and to
compare the products. She went through the whole comparison process.
She spent the time; she shared her knowledge, knowing full well that I
could not have bought anything from her. She still shared that knowledge
with me in good faith.” (Sheri 33)
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“Sometimes they’ll even let you go to a batting cage inside the store and
try it out. So that’s really nice. And then you feel even worse when you
don’t shop there.” (Carrie28)

“When I’m in a specialty retailer where I feel that they’ve invested a lot of
time and their energies I’m less likely to do that (to go online), because I
feel like it’s insulting.” (Nicole 31)
These interviews give a clearer picture of current free riding behaviors, and while
they confirm previously known elements of free riding, like price sensitivity, they also
give insight to the consumer emotions associated with free riding behavior, like guilt
stemming from a felt obligation to the retailer. The discussion of guilt and obligation in
the interviews suggests that free riding may have an emotional impact on consumers.
However, the relative influence of this emotional impact is uncertain, given that while
some interviewees mentioned guilt, they all still participated in free riding.
Study Two
Study one provided insight into reasons why consumers might patronize a small,
specialty retailer but choose to purchase their item online. The findings from this study
also hinted at the emotional impact of free riding on some consumers. Although the
findings regarding reasons to patronize a specialty retailer, reasons for free riding, and the
emotional impact of free riding were generally consistent across interview participants,
the small sample size makes it difficult to generalize these findings to a larger group of
consumers. Therefore, a second qualitative study was conducted.
26

This second study builds upon the knowledge garnered through study one. The
responses to study one were analyzed and categorized. Through this process it was
determined that it would be possible to gather the most relevant information regarding
free riding motivations and consequences through the use of four open-ended questions.
Having a short, open-ended questionnaire available online would allow for the richness
of description associated with qualitative data, but would also allow respondents to
complete the questionnaire at their leisure, eliminating the need for the researcher’s
presence. This would allow for a larger and more varied sample than in study one.
The online questionnaire contained four open-ended questions regarding shopping
at specialty retailers and free riding behaviors as well as three demographic questions.
Respondents were first asked for the specific specialty retailer that they had in mind
while filling out the rest of the survey. The purpose of this question was twofold: one, to
confirm that the retailer met the criteria of a small, specialty retailer for this study; and
two, to determine the categories of retailers reported in order to confirm generalizability
across retail types. The first open-ended question asked consumers why they would
choose to shop at the specialty retailer even though most products could be purchased
from multiple outlets. The purpose of this question was to determine why the consumers
would desire to visit the retailer, to determine if there was any obligation to visit the
retailer. Then, respondents were asked about the service they received at the retailer that
influenced their desire to shop with them. As free riding is defined in terms of full-service
and limited service retailers, it seemed important to get a better understanding of the
service received at specialty retailers. Next, respondents were asked why they might
want to purchase the item they looked for online rather than at the retailer. This question
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aimed to directly capture factors which might influence attitudes toward free riding at
that retailer. They were then asked if there was any guilt associated with the decision to
go online to purchase the item rather than patronize the brick and mortar retailer. This
was intended, once again, to capture any feelings of obligation to the retailer.
This online questionnaire was made available to two different sample groups. The
first of these groups was acquired through a student referral sample. Undergraduates in
several upper level marketing courses were invited to recruit respondents for this study as
an opportunity to earn extra credit in their classes. Before recruiting respondents, all
students were given precise instructions as to the type of respondents required for the
study, namely, individuals that shop at small, specialty retailers. Each student recruiter
received training on enlisting and screening potential subjects, as well as an extensive
discussion on the importance of developing an authentic sample. As is the case with
previous research utilizing this method, steps were taken to encourage authentic
responses (e.g. Gremler and Gwinner, 2008). The definition of small, specialty retailers
and examples of acceptable and unacceptable retailers was provided to the students. This
method resulted in 371 responses. Eleven responses were excluded from analysis due to
incompleteness. This resulted in a final total of 360 usable responses. Of the
respondents, 63% were female and the average age was 31. Respondents were
geographically diverse, reporting home zip codes from 21 states.
To validate and expand upon the responses obtained using the student referral
method, it was decided to gather additional responses from a select group of consumers
known to shop at specialty retailers. This group would serve as a confirmatory sample
for the student referral sample. Respondents for the confirmatory sample were recruited
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at cycling and running events across the Southeast United States. It was believed that
participants in certain events, such as cycling races, would have more interest in shopping
at specialty retailers than the average consumer. At these events, the researcher
approached individuals, explained the purpose of the research, and asked if they would
like to participate in an open-ended questionnaire regarding their shopping habits in their
favorite specialty stores and online, to be emailed at a later date. Those who agreed to
participate in the study provided their email addresses to the researcher, who later sent
them a link to the survey. Participants were informed that upon their completion of the
survey, they would be entered to win a $100 gift card. The respondents were sent an
email with the link to the survey within two days of agreeing to participate in the study.
They were also sent a reminder email one week later. This resulted in a total of 110
responses, with respondent zip codes spanning 10 states. Of the respondents, 42% were
female and the average age of respondents was 34.
After the responses were compiled, three judges familiar with the free riding
literature sorted responses for each question into a series of categories and subcategories.
Categorization was conducted for the referral and intercept samples separately, although
the same categories emerged from both samples. A constant comparison method was
used. This method allows judges to read, sort, and re-read responses, combining
responses into larger categories (Bitner, Booms, and Tetreault, 1990; Spiggle, 1994).
During the first part of the analysis, one judge employed open coding to identify
categories of responses. These categories were then named. The developed categories and
their codes were then supplied to the second and third judges, who were asked to classify
each response into its appropriate category. The few coding discrepancies that arose were
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resolved through discussion between the judges. Inter-rater percentage agreement showed
consistency in the coding process, with values ranging from .92 to .97. Perreault and
Leigh’s (1989) Index (Ir) was also calculated to further validate the coding process. The
index for each question was also above .80, with values ranging from .88 to .97, giving
support to the coding process.
Findings
Question 1
Question 1 asked respondents “With many products today, customers have
numerous options as to where they can purchase a desired item. What is it about this
specialty retailer that makes you want to purchase items from them rather than from
another retailer?” A wide variety of responses emerged in both the student referral and
intercept samples. These responses ranged from the more expected reasons that a
consumer patronizes a retailer (convenience, price, product assortment, quality service) to
more specific features unique to small specialty retailers, including extra-role service and
a personal connection to the retailer. Eleven categories arose from the analysis. See table
3.2 for illustrative quotes from each category.
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Results from Study 2, question 1
Q1: What is it about this specialty retailer that makes you want to purchase items from them rather than from another
retailer?
Response Category

Illustrative Quotes

Percentage
Referral/Intercept

Product Assortment

“This retailer has a good selection of albums and
music memorabilia.”

35.47%/ 17.87%

Customer Service

“They have a very friendly and upbeat staff that is very helpful”

15.69%/ 17.39%

“The staff at this retailer is very knowledgeable about firearms,
and is very helpful when purchasing a firearm or ammunition.”

6.60%/ 14.01%

Price

“They have good pricing and have sales year round.”

11.59%/ 8.7%

Support of
Local Merchants

“I like to keep the money in our local economy.”

7.84%/ 11.11%

Personal Connection

“Personalized friendly service... They know you by name!”

6.77%/ 12.56%

Retailer Convenience

“It is also conveniently located close to my house.”

8.02%/ 2.42%

Extra – Role
Service

“They go above and beyond to provide you with what you actually
want, not just what they have.”

3.21%/ 4.35%

Retailer Incentives

“They also give you a store card so you earn points as you shop.”

2.32%/ 4.83%

Retailer Community
Involvement

“They support charities and give back to the community.”

1.78%/ 4.83%

Atmospherics

“The whole look and feel of the store. Makes you feel fabulous
just being in there.”

0.71%/ 1.93%

Knowledgeable
Employees

Category 1: Product Assortment (Referral - 35.47%/ Intercept -17.87%)
A relatively large percentage of respondents stated that the product assortment
carried by the retailer influenced their desire to shop with the retailer. Responses included
the variety of products stocked by the retailer as well as the style or quality of those
products, and particular brands carried by the retailer. Examples of responses in this
category include, “they have the best quality products,” “they carry the brand of bicycle
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that I like to ride,” and “this retailer has a good selection of albums and music
memorabilia.”
Category 2: Customer Service (Referral - 15.69%/ Intercept - 17.39%)
Respondents in both referral and intercept samples also noted that the quality of
the expected customer service was a factor in their decision to patronize this retailer.
Many respondents noted the friendliness of the retailer’s employees as well as the
employee’s perceived desire to be helpful to their customers. Other respondents simply
stated that there was “good customer service” at this particular retailer.
Category 3: Knowledgeable Employees (Referral - 6.6%/ Intercept - 14.01%)
The knowledge base of the employees at the retailer played a large role in the
consumers’ decision to shop at the specialty retailer. The knowledgeable employees
seemed to be very important to consumers, with one respondent stating “I feel that a
salesperson should know what they are talking about in order to know the product and
properly represent it.” The knowledge of the employees gained through personal
experiences seemed particularly important to some respondents. As one consumer stated
regarding a running store, “The employees at this retailer are all dedicated to knowing the
sport of running. They have unique expertise regarding the products they use, mainly
because they themselves have used them and can vouch for them. I believe and trust in
their recommendations and customer service.”
Category 4: Price (Referral - 11.59%/ Intercept - 8.7%)
Surprisingly, many respondents noted that reasonable pricing played a role in
their decision to shop with the retailer. This level of price related responses is interesting
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because studies of specialty retailers and pricing have been inconclusive in the past (i.e.
Moore & Carpenter, 2006). However, in this study, specialty retailers seem to have prices
and price based promotions which appeal to consumers. Some respondents made
statements about general pricing, “they have good pricing, “they have competitive
prices,” etc. Others mentioned price promotions, including discounts and sales, for
example, “they also give a student discount on sales and repairs.”
Category 5: Support of Local Merchants (Referral - 7.84%/ Intercept - 11.11%)
Many respondents stated that they wanted to shop with a small specialty retailer
simply because it was locally owned. Respondents noted an obligation to support their
local economy, including local retailers. For example, “The money I spend in this store
goes in the pocket of a local person,” “I feel it is important to support the locals,” “I shop
here out of desire to keep the local business going.” Others see it as their responsibility
to support the local businesses for the benefit of the community as a whole, ex: “Stan
supports local cyclists and it is beneficial to area cyclists to have a bicycle shop open in
our area so it is important to provide as much business as possible to help keep his doors
open.”
Category 6: Personal Connection (Referral - 6.77%/ Intercept - 12.56%)
Knowing the consumer by name and providing personal service is important to
consumers when making their retailer choice. Respondents stated that they shopped with
a particular specialty retailer because, “I have a relationship with the people that work
there,” “After 3 visits, I am a valued customer.” This level of personal connection seems
to not only be a social benefit, but allows the employees to provide more personalized
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service to the consumers, which the consumers value. For example, one individual noted
“The salespeople also remember the styles that I prefer and can make the right
recommendations for me.”
Category 7: Retailer Convenience (Referral - 8.02%/ Intercept - 2.42%)
The convenience of the location of the retailer was also important to consumers.
This was substantially more important to the referral sample than to the intercept sample.
Respondents stated that they chose a particular retailer because, “They are local which
makes them convenient, “and “it is conveniently located close to my house.”
Category 8: Extra – Role Service (Referral - 3.21%/ Intercept - 4.35%)
Respondents also noted that “above and beyond” service influenced their decision
to shop with this retailer. The extra- role services mentioned included the general
statements of extraordinary customer service as well as specific actions such as placing
special orders for customers. Respondents noted “Further, they go above and beyond to
provide you with what you actually want, not just what they have,” “They want to please
the customer and will go to great lengths to do so,” and “The staff will go out of their
way to assist you which is more than most larger store employees would do.”
Category 9: Retailer Incentives (Referral - 2.32%/ Intercept - 4.83%)
Retailers also offered certain incentives to consumers which encouraged the
respondents to shop with the particular retailer. These incentives were neither necessarily
price based promotions or extra-ordinary service, rather, these incentives offered the
consumer some added benefit to shopping at their retailer rather than their normal
service, products, or price. For the intercept sample, these incentives often included
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warranties or team service packages, while for the referral sample, gift wrapping, and
loyalty programs were noted. For example, consumers made statements such as “I love
the complimentary gift wrap,” and “They also give you a store card so you earn points as
you shop.”
Category 10: Retailer Community Involvement (Referral - 1.78%/ Intercept - 4.83%)
Another reason that respondents chose to shop with small, specialty retailers is the
retailers’ involvement in the community and altruistic endeavors. As one respondent
noted about a local running shop, “They support running in our community, sponsor
family-friendly events, and bring energy to the city. They are passionate about running
and want to make more people in our community active and healthy.” Another
respondent noted that they patronized a clothing retailer “because the owner is active in
community sponsorships & gives back to the community through concerts; clean-up
projects & overall is a positive & active resident.”
Category 11: Atmospherics (Referral - 0.71%/ Intercept - 1.93%)
The final category of responses for reasons that consumers patronize their small,
specialty retailers concerns the atmospherics of the retailer. Respondents noted the design
and feel of the servicescape, including the retailers’ décor and music choices. For
example, a respondent noted of a clothing boutique, “The whole look and feel of the
store. Makes you feel fabulous just being in there.” And a respondent said of a local
bookstore “They have a luxurious reading space.”
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Question 2
The second question asked respondents “In what way does the service you receive
at this retailer influence your purchase decision?” Although responses to question one
could (and did) include answers regarding the service received at the retailer, because
free riding behaviors are often defined in terms of full-service and limited-service
retailers, it was important to attempt a deeper understanding of how the service at the
retailer affected their purchasing decisions. Some respondents noted issues such as price
and product selection, but as these responses were not relevant to the question, they are
excluded from the results. Four major categories of responses emerged from the
remaining relevant responses. Illustrative quotes from each of these categories may be
seen in table 3.3.
Results from Study 2, Question 2
Q2: In what way does the service you receive at this retailer influence your purchase decision?

Response Category

Illustrative Quotes

Percentage
Referral/ Intercept

Customer Service

“They are very nice and always helpful”

49.16%/ 29.00%

Knowledgeable
Employees

“I value their input. I go there looking for advice”

12.57%/ 26.00%

Personal Connection

“It's more personalized. I also don't feel like I am being sold to”

12.85%/ 15.00%

Extra-Role
Service

“I know that if they do not have what I need, they can order it or
9.78%/ 22.00%
help me find it elsewhere. This service makes me want to shop there.”

Category 1: Customer Service (Referral - 49.16%/ Intercept - 29%)
As in response to question 1, many respondents reiterated their appreciation for
friendly and welcoming service, as well as the desire of employees to be helpful during
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the shopping process. In response to this question, respondents were more specific about
how the service influences their decision making. In particular, respondents noted that
the service they receive can influence them to be less concerned with price at specialty
retailers. Examples of responses in this category include, “Totally influences my decision
- their prices are a bit higher than the chain stores but they are friendly and helpful,” and
“Outstanding service influences me to purchase from this retailer even if the product cost
is slightly higher. Quality service is worth a few extra dollars.”
Category 2: Knowledgeable Employees (Referral - 12.57%/ Intercept - 26%)
The knowledge of the retailer employees also reemerged in this question.
Respondents noted that the knowledge and experience of the employees was a
distinguishing factor for the specialty retailers. Examples of responses in this category
include: “Experienced staff will help point me to the best product for my needs. Other
stores I am left to help myself and I may not get the right product for me,” “Generally, I
will purchase a recommended brand or item,” and “I feel comfortable with what
information I am being given.”
Category 3: Personal Connection (Referral - 12.85%/ Intercept - 15%)
In the responses to this question, the personal connection that consumers feel with
the retailer and its employees showed up in a more prevalent manner. Any level of
personalization or sense of connection seems to influence the purchase decision of
respondents. For example, one respondent noted of a local hardware store, “I'd much
rather go there and pay 20 extra dollars or such and get good service where they know
my name than somewhere else where the interaction is not as personal.” Others also
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noted that the connection and personal knowledge was important and made them feel
special. Examples include, “He knows his customers and their family members by name
and always inquires about them,” “Just by using my name makes a big difference,” and “I
know the manager and love the personal attention.”
Category 4: Extra – Role Service (Referral - 9.78%/ Intercept - 22%)
The final category that reemerged in response to specifically asking about service
at the specialty retailers was the extra-role, or unexpected, service offered by the retailers
and their employees. The extra- role services mentioned include the time that employees
are willing to take to educate the customer as well as other special services like calling
the customer when certain products arrive. Examples of responses in this category
include, “They are very hands-on with their customers and give detailed explanations of
the pros and cons of items that are considered for purchase,” “the personal service
provided by telephone calls when articles of clothing come into the shop that may appeal
to me keep me going back to the retailer on a regular basis. They call me when something
comes in that is something I might like,” and “they spend as much time with you as you
need to get the correct bike or accessory.”
Question 3
After capturing reasons why a consumer would choose to shop at a specialty
retailer, question three was designed to discover why consumers might choose to buy an
item online rather than from the retailer. Preceding question three, there was a statement
that read “Please think of a time when you have shopped with this specialty retailer and
then been faced with the decision to purchase the item (or items) for which you were
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shopping either from that retailer or from a separate online retailer. In as much detail as
possible, please respond to the following questions with this specific situation in mind.”
This header was used for questions three and four to encourage respondents to remember
a time when that had either contemplated or participated in free riding behaviors. Below
this statement, question three asked “What factors might make you want to buy the item
online rather than from the specialty retailer?” Responses fell into four major categories,
including price, availability of greater product selections, and the convenience of
ordering online, and one minor category consisting of responses regarding incentives and
warranties. See table 3.4 for illustrative quotations from each category.
Results from Study 2, Question 3
Q3: What factors might make you want to buy the item online rather than from the specialty retailer?”

Response Category

Illustrative Quotes

Percentage
Referral/ Intercept

Price

“If an online retailer offers a substantially lower price for the
same product, I will purchase online.”

54.2%/ 59.70%

Product Assortment

“If the store doesn't have the item I want in the size or color
I want, I would look online.”

20.8%/ 20.20%

Online Convenience

“I can shop from the comfort of my home”

23.14%/ 18.55%

Other

“I would go online if the online retailer had a better warranty.”

1.71%/ 1.69%

Category 1: Price (Referral - 54.2%/ Intercept - 59.7%)
Price emerged as the primary reason that respondents would choose to purchase
an item online rather from the small, specialty retailer and speaks to the price sensitivity
of the respondents. Examples of responses in this category include, “ If the item was
cheaper online I would rather purchase it there, “ and “The main factor that would make
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me want to by an item online rather than from the specialty retailer would be pricing.
Sometimes a shopper can find an item online for a far lower price than they would in an
actual retail store.”
Category 2: Product Assortment (Referral - 20.8%/ Intercept - 20.2%)
Another primary category of responses for question 3 includes responses relating
to the wide variety of products available online. These responses included statements
regarding the wide variety of colors, sizes, and styles available online, while others noted
that they would shop online if their small specialty retailer were out of stock in an item
they desired. Examples include: “You could get a bigger selection and more choices in
the product you are purchasing online,” and “The only reasons I would order an item
online versus going directly to the store to buy would be if the store did not have what I
wanted in stock”.
Category 3: Online Convenience (Referral - 23.14%/ Intercept - 18.55%)
Another category of responses to question 3 included the convenience of ordering
the desired item online. The responses in this category mentioned the time savings, and
particularly the effort, associated with shopping online. For example, “It’s more
convenient to just purchase things online rather than go to the actual store and it’s nice to
get packages in the mail.” Others mentioned the ease of shipping associated with online
versus in – store shopping. An example of this type of response is “Also I'd have to say if
I'm buying for a friend or someone who lives far away I'm more likely to purchase online
to ease shipping and wrapping duties by having the option to have the item shipped
straight to them.”
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Category 4: Other (Referral - 1.71%/ Intercept - 1.69%)
Other responses to question three fell into two categories, retailer incentives and
return policies. Some respondents stated that they would be tempted to purchase their
desired item at an online retailer if the online retailer offered an extended warranty on the
item. Others stated that they would choose to purchase online if it was easier to return
items to the online retailer than the brick-and-mortar store, or if the time period for
returns was less stringent at the online retailer than at the specialty store.
Question 4
After capturing reasons that consumers might or might not choose to engage in
free riding behaviors, question four was included to understand how consumers feel
about free riding behaviors. They were asked “If you browsed at the store and then
bought the item(s) online, did you feel guilty about this decision? Why or why not?”
Guilt was chosen as the primary emotional outcome of this behavior due to its inclusion
in interview responses from study one. This question was designed to not only determine
if consumers felt guilty about the behavior, but also to determine why they might feel
guilty about the behavior. In the intercept sample, 31.82% of respondents stated that they
did feel guilty about engaging in free riding behavior. In the referral sample, 55.30%
noted experiencing guilt associated with this behavior. The five categories of responses
regarding the reason for noted guilt are included below. See table 3.5 for illustrative
quotes from each category of responses.
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Results from Study 2, Question 4
Q4: If you browsed at the store and then bought the item(s) online, did you feel guilty about this decision? Why or why
not?”

Response Category

Illustrative Quotes

Percentage
Referral/ Intercept

Support of
Local Merchants

“Yes, since this is a local store I would rather buy from them
and support their business”

45.75%/ 41.18%

Extra- Role
Service

“I felt like I should have given the money to the store as the people
there have spent time getting to know the product to help me.”

36.17%/ 44.12%

Personal Connection

“I would feel guilty because I have a personal connection
with the owner”

17. 02%/ 0.00%

Social Norms

“It is not polite. I try to buy from the store if at all possible.”

0.00%/ 11.76%

Retailer Community
Involvement

“The retailer has taken the time to invest in my community.”

1.06%/ 2.94%

Category 1: Support of Local Merchants (Referral - 45.75%/ Intercept - 41.18%)
One primary category of responses in this category included statements of desire
to support local businesses. Since choosing an online retailer over the local store does
not support the community, this made some respondents feel guilty about this behavior.
For example, respondents answered the question of guilt with responses such as “Yes,
since this is a local store I would rather buy from them and support their business,” and
“Ultimately yes because the specialty retailers are struggling so much. The online
environment is rapidly flourishing leaving the small stores to reap no benefit or to
prosper.”
Category 2: Extra- Role Service (Referral - 36.17%/ Intercept - 44.12%)
The second primary category of responses to whether or not free riding resulted in
guilt revolved around the violation of reciprocity for extraordinary service. Respondents
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stated that they felt guilty from taking from the retailer without giving anything in return.
For example, respondents stated “I would feel guilty if I made a representative help me
browse, select, and try on different shoes, and then leave without purchasing anything”
and “If the staff spent time with me and I didn’t buy from him, I might feel like I wasted
his time.”
Category 3: Personal Connection (Referral - 17. 02%/ Intercept - 0.0%)
Interestingly, personal connection resulted in guilt for the referral sample, but not
for the intercept sample. Responses in this category include such statements as “I would
feel guilty because I have a personal connection with the owner and they would easily
find out!” and “Sometimes I do feel a bit guilty because I have a personal relationship
with the staff of the shop and feel I am letting them down.”
Category 4: Violation of Social Norms (Referral - 0.0%/ Intercept - 11.76%)
While personal connections reportedly led to feelings of guilt in the referral
sample but not the intercept sample, the violation of social norms and their associated
guilt was noted by the intercept sample but not the referral sample. Individuals seemed to
believe that free riding is not always acceptable, with some noting that “it’s not polite.”
Others were specific in the fact that in their particular referent groups this behavior would
be less acceptable. For example, one individual referring to shopping with a bicycle shop
stated “Yes, I would feel guilty because supporting your local bike shop is the accepted
cyclist culture.”
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Category 5: Retailer Community Involvement (Referral - 1.06%/ Intercept - 2.94%)
The final category of responses in response to why a consumer might experience
guilt with free riding includes responses concerning the retailer’s community
involvement. For example, one respondent noted that they would feel guilty because the
retailer “has taken the time to invest in my community.”
Of those consumers that experienced guilt as a result of free riding behavior, the
vast majority reported that they either felt guilty because they felt that they should
support their local retailers or because they had received some sort of extraordinary
service from the retailer. Others noted that their guilt arose from a sense of personal
connection to the retailer or from the retailer’s involvement in the community.
Interestingly, a few respondents noted that they would feel guilty because they were
violating a norm. These respondents made statements like “Yes, I would feel guilty. It
isn’t polite.” The responses to this question confirm that consumers do feel a sense of
obligation to purchase from their small, specialty retailers and that this obligation, if
unfulfilled (through making their purchase elsewhere) may cause the consumer to feel
guilty. However, what impact does obligation and threat of potential guilt have on
consumers’ attitudes toward free riding with a particular retailer? This is one of the
questions that study three will address.
Study Three
The two qualitative studies uncover reasons why individuals might shop at
specialty retailers, why they might choose to engage in free riding behavior, why they
might choose to not free ride, or why they might feel “bad” about this behavior. Based on
the responses to studies one and two, key constructs related to the free riding decision are
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isolated. A model of free riding is developed to quantitatively examine the relationships
between these constructs and consumers’ free riding decisions. The quantitative
assessment of these relationships in study three allows the relative strength of
relationships among variables in the models to be determined. The analysis of the model
shows the relative impact of included constructs on consumer’s free riding decisions, and
may shed light on reasons why consumers might choose to engage or not engage in free
riding behaviors. Understanding the impact of certain constructs on consumers’
intentions to engage in free riding behavior may give insight as to strategies that retailers
could employ to deter free riding behavior.
The results of studies one and two reveal that consumers choose to shop at
specialty retailers because of the retailers’ service quality, product assortment,
knowledgeable employees, incentives, etc. However, a consumer choosing to shop for an
item at a specialty retailer does not mean that they will also choose to purchase the item
from that retailer. Consumers often choose to purchase a desired item online rather than
with the specialty retailer due primarily to price savings. These consumers sometimes
feel guilty about this free riding behavior based on a sense of obligation to the retailer.
While the results of the qualitative studies give a broad overview of free riding issues,
study three will focus on specific elements of the free riding decision. The emphasis of
the quantitative study is to determine the key influences that may encourage or deter free
riding. In particular, this study is designed to illuminate ways in which retailers may deter
free riding.
Of the concepts reported as elements of the free riding process, only some
antecedents to free riding are controllable by the retailer. Some benefits cannot be
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eliminated in an attempt to prevent free riding. For example, while many respondents
noted that they desired to utilize the information gained from knowledgeable employees
before making their purchase online, retailers cannot feasibly retain a less knowledgeable
staff to discourage free riders from entering their store. Similarly, it would be inadvisable
for retailers to stock less products or offer less customer service to attempt to discourage
free riders. Although retailers may not be able to deter free riders through the detraction
of services, they may be able to offer benefits which could foster a sense of obligation in
the consumer. This sense of obligation may, in turn, deter free riding. For example,
retailers may be able to offer benefits such as extra-role service and personalized
interaction with their customers, which may lead to a sense of obligation. Also,
emphasizing that the retailer is a local merchant may also lead to a sense of obligation felt
by the consumer. Because retailers may be able to influence obligation, this is included as
a key construct in the model. The influence of obligation and its drivers are examined
along with key elements of the free riding decision, including price sensitivity, to
determine the relative impact of these constructs on the decision to free ride.
Theoretical Development
The purpose of this study is to determine the relationships among constructs
which may influence an individual’s free riding behavior. The Theory of Reasoned
Action (Ajzen and Fishbein, 1980) states that behaviors are the results of intentions to
engage in that behavior. The intention to engage in the behavior is a result of multiple
variables, including attitude toward the behavior and subjective norms (Ajzen and
Fishbein, 1980). As themes and connections emerged from the interviews and qualitative
study, it became apparent that the Theory of Reasoned Action, with the inclusion of
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additional variables, would be an appropriate theory to test these relationships. The
Theory of Reasoned Action (Ajzen & Fishbein, 1980) states that individuals will take
many factors into consideration when deciding whether or not to pursue a certain action.
The two original elements of the theory suggest that attitudes (comprised of beliefs
regarding a behavior) and subjective norms (the beliefs of relevant others regarding the
behavior) will influence intentions to engage in the behavior (Ajzen & Fishbein, 1980).
Theory of Reasoned Action and the Theory of Planned Behavior are open to the
inclusion of additional variables given that those variables offer explanatory power above
the power of the existing variables (Ajzen, 1991). A meta-analysis of studies utilizing the
Theory of Reasoned action finds that this model has strong predictive validity even when
additional constructs are included (Sheppard, Hartwick, & Warshaw, 1988). In the past,
variables such as moral obligation have been added to the model and have added valuable
power to the model (e.g. Sparks and Guthie, 1998; Shaw and Shiu, 2002a, 2002b, 2003;
Yoon 2011).
Because obligation and the guilt associated with unfulfilled obligation resulting
from free riding were so prevalent in the responses to studies one and two, obligation
plays a central role in the model. Guilt arises from a sense of unfulfilled obligation in
certain retail scenarios (Dahl, Honea, & Manchanda, 2005). Obligation, or a sense of
indebtedness to repay, results from the need to behave according to the norm of
reciprocity, which states that if a person provides a benefit to another, then the individual
receiving the benefit should respond in some way (Cropanzo & Mitchell 2005). In this
study, obligation is operationalized as a feeling of obligation to purchase an item from a
specialty retailer after gathering information about the item at that retailer.
47

According to Gouldner (1960) the norm of reciprocity has two central themes: 1)
that people should give to those who have given to them and 2) that people should not
harm those who have given to them. Free riding violates both of these themes. In
providing extra-role services and social interaction, as well as interaction and leadership
within the community, the retailer may be giving something to the consumer.
Reciprocity is often applied to the exchange of gifts (see Belk 1976; Belk & Coon, 1993),
but may also be applied to favors or concessions made by others (Cialdini & Rhoads,
2001). Therefore, in the model, the influence of extra-role service, personal connection,
and desire to support local merchants on obligation to purchase from the retailer are be
examined. These benefits offered to the consumers by the retailer may be construed by
the consumer as something special that is being given to them by the retailer. Free riders
should feel some sort of socio-emotional discomfort as a consequence of taking this
special benefit but not giving back, as a psychological debt would be incurred (Belk &
Coon, 1993). Therefore, the influence of extra-role service, personal connection, and
desire to support local merchants on obligation are be examined to understand how each
of these elements impacts obligation to the retailer. The threat of discomfort that might
arise as a result of unfulfilled obligation may be a deterrent to potential free riders who
feel a sense of obligation to purchase an item from the retailer. So, the influence of
obligation on attitude toward free riding with a particular retailer is be examined.
In addition to obligation and factors impacting felt obligation, additional elements
which may influence free riding are also examined so that the influence of obligation
relative to these factors may be analyzed. For example, pricing is at the center of current
thought regarding free riding behaviors, with retailers attempting to curtail this behavior
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through price matching. Furthermore, consistent with popular thought regarding the
motives for free riding, as well as previous literature that examines the relationship
between price sensitivity and attitude toward free riding (Burns, 2007); a vast majority of
respondents to studies one and two noted that price differences prompted their decisions
to free ride. Therefore the relationship between price sensitivity and free riding is also
examined in the model.
Also included in the model is a construct that is hypothesized to moderate the
relationship between attitude toward free riding and intentions to free ride. Many
respondents in studies one and two noted the convenience associated with online
shopping. It may be that, even if consumers have a negative attitude toward free riding,
they would be unwilling to wait for the specialty retailer to restock the product in a stockout situation. This might lead consumers to choose to purchase the item online instead.
Therefore, the influence of an individual’s tolerance to wait is also examined in the
model. For details regarding the hypotheses and full model, see Figure 3.1.
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Model of Free Riding

Hypotheses Development
Personal Connection
Personal connection “represents a strong affiliation with the other person (perhaps
unspoken) based on some tie (e.g. close identification with the other, mutual caring, etc.”
(Gremler & Gwinner, 2000, p. 91). This personal connection may be a result of extended
or repeat service encounters, but can also occur after only one encounter if the consumer
feels that the retail employees have taken a personal interest in them. As Gremler and
Gwinner (2000) note, personal connection may be felt when there is the development of a
seemingly genuine interest in the other party. This personal connection and its
accompanied social interaction may be viewed as a form of exchange (Belk & Coon,
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1993). The benefits of social interaction provided from the retailer or its employees to
the consumer, therefore, may cause a sense of obligation to repay the gift of social
interaction. The relationship between social interaction and obligation has been
established in the literature, showing that the stronger the social ties between the buyer
and seller, the more obligated a buyer feels to purchase from the seller (Dahl et al., 2005;
Frenzen & Davis, 1990). In addition to the literature, many respondents in study two
noted that their sense of personal connection to the retailer resulted in their obligation to
the retailer. This leads to the hypothesis:
H1: Personal connection will positively influence obligation
Extra – Role Service
Social exchange theory states that individuals choose to reciprocate others who
have benefited them in some way (Adams, 1965). Through performing extra-role service,
an employee is benefitting the consumer. Extra-role service occurs when an employee
voluntarily performs a service that goes above or beyond their job description
(Bettencourt & Brown, 1997). If employees of the retailer went out of their way to help a
consumer, that consumer may feel obligated to repay this extraordinary service.
Consumers may expect a certain level of service at any retailer. Expected service may
not be interpreted as the employee “giving” anything to the consumer, but extra-role
service may be interpreted as a gift. Certain extra-role services such as personalized
communications, changing the rules for a particular consumer can cause feelings of
gratitude, which impact obligation (Cropanzano & Mitchell, 2005; Palmatier et al., 2009;
Kolyesnikova et al., 2009). Also, in study two, respondents noted that they felt obligated
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to the retailer if employees at that particular retailer spend an extraordinary amount of
time or effort helping them with their purchase. So;
H2: Extra-role service will have a positive influence on obligation
Desire to Support Local Merchants
For the purposes of this study, desire to support local merchants is the committed
desire of consumers to patronize local retailers. Though, as noted by Noble, Griffith, and
Adjei (2006) little is known about the motivations of consumers to patronize local
retailers, Stone (1954) notes that some consumers feel a moral obligation to patronize
local retailers. The desire to support local merchants may lead to obligation, as
consumers feel that they should repay business owners for the employment of local
citizens and leadership in the community (Kilkenny et al. 1999). Also, in the initial
interviews, as well as in the results of the qualitative survey, many respondents noted a
feeling that they should support their local retailers. When asked if they ever felt guilty
about engaging in free riding behavior, respondents made statements such as “Yes, I
think people should support their local stores.”
H3: Desire to support local merchants will positively influence obligation
Obligation
Obligation has been defined as the perception that one “owes” something to
another based on some benefit that the other has previously offered (Frenzen & Davis
1990). In this study, obligation refers to the sense that one should purchase an item from
the specialty retailer after gathering information about the item at that retailer. Obligation
has previously been included in the Theory of Reasoned Action in studies concerning
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social and ethical decisions facing consumers (Shaw & Shiu, 2002; 2003; Shaw, Shiu, &
Clarke, 2000). It has been shown to have a significant effect on attitude toward the
ethically troubling issue. If consumers feel obligated to make a purchase from the
retailer, they will be less likely to have a positive attitude toward free riding with this
retailer. Based upon the norm of reciprocity (Gouldner 1960), in order to retain a mental
balance, the consumer must repay the obligation to the retailer. Consumers can fulfill an
obligation to the retailer by making a purchase from that retailer, rather than choosing to
purchase the desired item elsewhere, therefore:
H4: Obligation will negatively influence attitude toward free riding
Price Sensitivity
Price sensitivity is “the degree to which the consumer focuses exclusively on
paying low prices” (Lichtenstein, Ridgway, & Netemeyer, 1993, p. 235). Free riding
occurs when consumers jump from retailer to retailer searching for the best price.
Through all of the free riding literature, as well through the interviews as well as both
samples of the qualitative survey, price was overwhelmingly cited as the primary reason
why an individual would choose to engage in free riding behaviors. In fact, in one of the
very few studies regarding price sensitivity and free riding, price sensitivity was found to
have a positive influence on attitude toward consumer free riding (Burns, 2006). As an
individual is more price sensitive, they are more likely to search for the best prices, thus
having an accepting attitude toward free riding. Therefore,
H5: Price sensitivity will have a positive effect on attitude toward free riding
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Subjective Norms
Subjective norms are an integral component of the Theory of Reasoned Action.
Subjective norms are the extent to which relevant others agree or disagree with a certain
behavior (Ajzen and Fishbein, 1980). For the purposes of this study, subjective norms
will be considered to be the extent to which relevant others do not agree that free riding is
an acceptable behavior. Although the original theory states that subjective norms directly
influence intentions, subsequent studies find that subjective norms may have more
explanatory power when allowed to directly influence attitudes rather than behavioral
intentions (e.g. Shimp & Kavas, 1984; Hansen et al., 2004). This relationship between
norms and attitudes seems particularly appropriate in light of a normative issue such as
free riding. As mentioned previously, engaging in free riding behavior violates the social
norm of reciprocity. This norm may be more widely held in some circles than in others.
Those societal groups that find this norm violation problematic may influence others in
their group to have a negative attitude toward free riding.
H6: Subjective norms will have a negative effect on attitude toward free riding
Attitude toward Free Riding
In this study, attitude toward free riding is the consumer’s attitude toward
shopping with a particular specialty retailer and then purchasing this item from a separate
online retailer. The Theory of Reasoned Action states that attitudes toward a behavior
will have a positive relationship with intentions to engage in that behavior (Ajzen &
Fishbein, 1980). The relationship between attitudes and intentions is well established, and
has been confirmed in many studies of various contexts, including studies related to the
topic at hand such as online shopping intentions (e.g. Hansen et al., 2004; Ahrholdt,
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2011) and multichannel search intentions (e.g.Verhoef, Neslin, & Vroomen, 2007). This
evidence of a relationship between attitude and intentions suggests that a consumer who
has a negative attitude towards free riding with the retailer should not intend to do so with
that retailer. Therefore:
H7: Attitude toward free riding will have a positive effect on intentions to free
ride
Tolerance to Wait
For this study, tolerance to wait refers to the willingness of the consumer to wait
for a product from the specialty retailer if the retailer does not have the desired item in
stock at the point in time in which the consumer wants to purchase the product. Some
individuals are more impatient than others (Durrande-Moreau & Usunier, 2009), and
therefore maybe less likely to wait for a retailer to restock the item, turning to an online
retailer to order the product themselves instead. Previous studies have shown that many
customers are unwilling to wait to purchase a product if it is out of stock at their desired
time of purchase (Anderson, Fitzsimons, & Simester, 2006). The lack of willingness to
wait is especially noted in the case where the wait time will be more than ten days or
when the item is available for purchase elsewhere (Anderson et al. 2006). These
conditions would likely apply to many out of stock instances at specialty retailers, which
would make the willingness of consumers to wait for the retailer to restock the product
uncertain.
Many respondents in studies one and two noted that either the convenience of the
online retailer or the specialty retailer had an impact on their decision as to whether or not
to free ride. Although specialty retailers may not have the shelf or storage space (or
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financial flexibility) to keep every size and color option of a product in stock, many
retailers can order the desired colors or sizes for the consumer. However, respondents
stated that if the product was out of stock they could order it online just as easily as the
retailer could order it. A consumer may decide to engage in free riding behavior because
the exact product they want is out of stock at the retailer. Therefore, they might not want
to engage in free riding behavior, but also might not be willing to wait for an out of stock
product to be restocked. But, if they are willing to wait for the restock, they will not have
to engage in free riding behavior. So,
H8: Tolerance to wait will weaken the relationship between attitude toward free
riding and intention to free ride
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CHAPTER IV
METHODS

Measures
To test the model, a survey was developed to measure the eight latent constructs
included in the model. Most scales were adapted from existing scales used in previous
research. In order to measure extra-role service, personal connection, and desire to
support local merchants, five items for each scale were adapted from previous studies
(Bettencourt and Brown, 1997; Gremler and Gwinner, 2000; Noble, Griffith, and Adjei
2006). Attitude toward free riding is measured using five items from Bagozzi,
Baumgartner, and Yi (1992), while subjective norms is measured using four items based
on Oliver and Swan (1989). Four items to measure tolerance to wait and five items to
measure price sensitivity are also adapted from previous studies (Collier, Moore, Horky,
and Moore, 2013; Lichtenstein, Ridgeway, and Netemeyer, 1993). Five items used to
measure of intention to free ride are based upon Ajzen and Fishbein’s (1980)
conceptualization of intentions. No scales were found that could be adapted to capture
obligation in the context of this study, therefore five items measuring obligation were
developed using wording from an existing obligation scale from Kolyesnikova, Dodd,
and Wilcox (2009). All scales except tolerance to wait, attitude, and intentions are Likert
type scales measured from 1-7 (Strongly Disagree- Strongly Agree). Tolerance to wait,
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attitude, and intentions are measured using 7- point semantic differential scales. All items
are shown in Table 4.1
Confirmatory Factor and Reliability Analysis (Pretest)
Standardized
t values
Factor Loading

Obligation (α = .88)
After shopping with this retailer....
-I feel compelled to purchase from this retailer
-I feel like I should purchase from this retailer
-I feel obliged to purchase from this retailer

.90
.93
.72

**
21.52
13.94

Price Sensitivity (α = .92)
-I am willing to go to extra effort to find lower prices
-I will shop at more than one store to take advantage of low prices
-The time it takes to find low prices is usually worth the effort
-I'm willing to make an extra effort to find a low price

.91
.86
.78
.91

**
20.11
16.50
22.46

Desire to Support Local Merchants (α = .95)
-I think that people should shop at locally owned and operated merchants
-I think it is important to shop at locally owned and operated merchants
-I have a responsibility to support locally owned and operated merchants
-I want to support locally owned and operated merchants
-Supporting locally owned and operated merchants is important to me

.92
.95
.81
.86
.88

**
27.45
18.13
20.77
21.76

Extra-Role Service (α = .97)
The Employees at this Retailer…
-Help customers with problems beyond what is expected or required
-Go above and beyond the call of duty when serving customers
-Assist customers even if it means going beyond job requirements
-Willingly go out of their way to make a customer satisfied
-Go out of their way to help their customers

.88
.94
.90
.98
.96

**
27.31
21.69
26.61
25.76

Personal Connection (α = .95)
-I feel like I have a connection with the employees at this store
-I feel that the employees of this store have taken a personal interest in me
-The employees at this store seem to care about me
-I feel like there is a "bond" between the employees at this retailer and myself
-I look forward to interactions with the employees of this store

.94
.90
.88
.91
.84

**
24.52
22.85
25.44
20.66

Tolerance to Wait (α = .97)
If the product you want is not in stock at the specialty retailer, how likely
would you be to wait for the specialty retailer to get it in?
-Very Unlikely- Very Likely
-Not Probable- Very Probable
-Definitely Would Not- Definitely Would
-Not Possible- Very Possible

.97
.99
.92
.85

**
51.35
32.38
23.75
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Table 4.1 (Continued)

Attitude toward Free Riding (α = .97)
I think free riding with the specialty retailer I have in mind would be...
-Bad- Good
-Harmful- Beneficial
-Unsatisfactory- Satisfactory
-Unfavorable- Favorable
-Undesirable- Desirable

Standardized
t values
Factor Loading

Subjective Norms (α = .96)
In regard to free riding with this retailer...
-Most people who are important to me think I should not engage in this behavior
-Most people who are important to me consider this behavior to be inappropriate
-People who matter to me do not think this behavior is ok
-People whose opinions I value think this behavior is unacceptable
Intention to Free Ride (α = .97)
What is the likelihood that you would engage in free riding behavior at this retailer?
-Unlikely- Likely
-Definitely Would Not- Definitely Would
-Impossible- Possible
-Probably Would Not- Probably Would
Note - ** = denotes a constrained relationship to 1.00 in order for identification

.92
.89
.93
.95
.93

**
23.23
26.85
28.59
26.38

.93
.96
.86
.97

**
32.16
22.01
34.34

.98
.96
.88
.97

**
43.01
26.46
47.98

Model Fit Statistics: χ2 = 1,116.38, df = 660, p<.001; CFI = .97, IFI=.97, RMSEA = .05
Analysis of Pretest
To test the validity of these scales, a pretest was performed. Respondents for the
pretest were recruited through an online research panel. In order to qualify for this study,
participants had to be a United States citizen and over the age of 18. Participants were
compensated for their participation in the study. Potential participants were informed
that they should have shopped with a local specialty retailer to qualify for the study. To
validate the responses, participants were instructed as to what constituted a small,
specialty retailer and were required to enter the name of the retailer about which they
were thinking when they completed the survey. This served the dual purpose of
validating the sample, and giving customers a particular retailer to consider while
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completing the survey. Participants that listed unacceptable retailers (e.g. Target,
Dillards) were excluded from the study and not compensated. The pretest sample was
51% male and the average age was 33 and reported zip codes from 41 states.
A total of 273 participants were recruited for the pretest, but due to
incompleteness or unacceptable retailers, 20 surveys were excluded from the analysis,
leaving a usable sample of 253. First, an exploratory factor analysis was conducted using
SPSS. All items loaded on their respective construct with no substantial cross- loadings.
The coefficient alpha for each construct measure was calculated and all scales exhibited
an acceptable level of reliability (α>.70, Nunnally 1978). Next, the unidimensionality of
the scale items was measured using a confirmatory factor analysis. Two items measuring
obligation and one item measuring price sensitivity failed to show sufficient convergent
validity. These items were excluded from the measurement model. The analysis of the
measurement model suggested an acceptable fit of the model to the data (χ2 = 1,116.38,
df = 660, p<.001; CFI = .97, IFI=.97, RMSEA = .05). For complete CFA results, see
Table 4.1. Following the recommendation of Fornell & Larcker (1981), the convergent
and discriminant validity of the scales were further examined by calculating the average
variance extracted for each construct along with the shared variance between constructs.
The average variance extracted for each construct exceeded .50 supporting the
convergent validity of the items. The correlations between constructs were examined and
no shared variance between constructs exceeded the average variance extracted for a
construct providing evidence of the discriminant validity of the measures. To view
correlations between constructs and average variance extracted, see Table 4.2. The items
included in the measurements were maintained and used for the primary data collections.
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Primary Data Collection
In order to test the relationships in the model, a multi-method approach was used.
The model was tested across multiple samples in order to determine the generalizability
of results across differing categories of specialty retailers and differing consumer groups.
Customers of both specialty outdoor retailers and specialty boutique retailers were
collected via an online panel in separate data collections. These two categories of
specialty retailers were chosen because they were the two categories most frequently
mentioned in the responses in study two. In addition to the online panel samples, student
referral samples were also conducted for both specialty boutique and specialty outdoor
retailers for confirmatory purposes. This resulted in the model being tested across four
separate samples.
All data collection took place via an online survey. Online panel respondents were
recruited via a panel website. A recruitment note was posted on the panel website which
stated that individuals who had shopped at a specialty retailer and then were faced with
the decision to buy the item from that retailer or a separate online retailer could complete
a survey regarding their shopping experiences in return for compensation. Respondents
who were over the age of 18 and who were residents of the United States were eligible
for the study. Interested and eligible respondents were directed from the panel website to
the online survey. The same method was employed in separate data collections for both
boutique and outdoor online panel samples.
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4.93
5.50
5.22
5.61
4.86
4.62
3.16
4.02
3.30

Mean

1.42
1.14
1.22
1.19
1.34
1.70
1.64
1.60
1.94

Standard
Deviation
(.730)
.001
.603
.593
.625
.493
-.317
.344
-.388

1

Means, Standard deviations and correlations (Pretest)

Obligation
Price Sensitivity
Support of Local Merchants
Extra-Role Service
Personal Connection
Tolerance to Wait
Attitude toward Free Riding
Subjective Norms
Intention to Free Ride

`

(.755)
.057
.159
.090
-.050
.010
.101
.039
(.781)
.500
.514
.603
-.331
.310
-.372
(.869)
.749
.453
-.271
.280
-.299
(.796)
.571
-.247
.298
-.290

Intercorrelations of Constructs
2
3
4
5

Values shown in the diagonal represent the average variance extracted for each construct

1.
2.
3.
4.
5.
6.
7.
8.
9.
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(.873)
-.180
.177
-.362

6

(.854)
-.532
.751

7

(.869)
.-509

8

(.898)

9

`
Respondents for the student referral samples were recruited via upper-level
marketing and management students at a large Southeastern university. Students were
offered extra credit for identifying and recruiting individuals who had shopped at
specialty retailers and online. Students were given extensive instructions as to the
recruitment of these individuals, including a detailed description of acceptable specialty
retailers for this study. After identifying individuals who had shopped at specialty
retailers and online, students were given an email to forward to these individuals. This
email contained information regarding the details of the study and directed any
individuals who were interested in participating in the research to the online survey.
During the survey, all potential respondents were asked to think of a specific
boutique or outdoor retailer at which they had shopped for an item and been faced with
the decision to either purchase an item from that retailer or from a separate online retailer.
They were asked to keep this retailer in mind while filling out the survey and were asked
to provide the name of the retailer during the survey. These retailers were examined
ensure that they fit the definition of specialty boutique or outdoor store provided to the
respondents. Any surveys that listed retailers deemed unacceptable for this study (e.g.
Wal-Mart, Academy Sports) were excluded from the analysis.
Outdoor Samples
In order to assess the hypothesized relationships present in the model for
customers of specialty outdoor retailers, two samples of these customers were obtained.
Specialty outdoor retailers, for this study, were defined locally-owned retailers which
focused on selling gear, apparel, or equipment for a particular outdoor sport (hiking,
hunting, fishing, scuba, etc). For the online panel outdoor sample, 528 participants
63

`
completed the survey. Thirty-eight responses were excluded due to incompleteness or
failure to provide the name of an appropriate specialty outdoor retailer. This resulted in a
final, usable sample of 490 responses. This sample was 67% male, and the average age
was 30. The referral sample resulted in 271 completed surveys. Twenty-six responses
were excluded due to failure to provide the name of an appropriate specialty outdoor
retailer. This resulted in a final, usable sample of 245 responses. This sample was 60%
male, and the average age was 27.
The reliability of the scale items for each of these two samples were assessed and
each item showed an acceptable level of reliability (α>.70, Nunnally 1978). The
unidimensionality of scale items were assessed in two separate confirmatory factor
analyses using AMOS 21. These analyses showed an acceptable fit of the data to the
model for both samples (Online; χ2 = 1,378.54, df = 625, p<.001; CFI = .96, IFI=.96,
RMSEA = .05, Referral; χ2 = 1,094.69, df = 625, p<.001; CFI = .96, IFI=.96, RMSEA =
.06). For complete results from these CFAs, please see Table 4.3. The convergent and
discriminant validity of the scales were examined for each sample by calculating the
average variance extracted (AVE) for each construct and the shared variance between
constructs as suggested by Fornell & Larcker (1981). All AVEs exceeded .50, which
supports the convergent validity of the items, and the shared variance extracted did not
exceed the AVE for any construct, which gives evidence of the discriminant validity of
the measures. The AVEs, correlations, and means for these samples are presented in
Tables 4.4 and 4.5.
After analyzing the measurement model, the structural model presented in Figure
3.1 was analyzed for each of the two outdoor samples. To control for any bias that could
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have resulted from using a common method in data collection, the author included a
latent common method factor in each model, following the recommendation of
Podsakoff, MacKenzie, and Podsakoff (2003). To account for any bias that resulted from
measuring the independent and dependent constructs at the same time, a relationship was
formed between the common method factor and each indicator. After this factor was
included, the structural models were analyzed using AMOS 21. The results suggest an
acceptable fit of the model to the data for both samples (Online: χ2 = 1237.53, df = 506;
NFI = .93, IFI = .96, TLI = .95, CFI = .96, RMSEA = .05, Referral: χ2 = 924.22, df = 506;
NFI = .91, IFI = .96, TLI = .95, CFI = .96, RMSEA = .06). After assessing the overall fit
of the model to the data for each sample, the structural relationships between constructs
were examined. The standardized path estimates and t-values for each hypothesized
relationship in each model can be seen in Table 4.6.
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.82
.85
.90
.91
.90
α = .94
.87
.90
.89

**
28.22
27.42

**
28.04
25.07
25.73
25.12

**
30.63
23.28
28.70
29.87

**
22.73
20.54
25.84

.86
.90
.89
.93
.95
α = .95
.90
.90
.87

**
21.97
20.39

**
25.66
19.11
21.24
22.10

**
25.35
20.59
24.35
27.90

**
15.20
16.65
20.66

**
22.64
11.37

.92
.94
.71
α = .91
.91
.77
.81
.90
α = .96
.92
.92
.85
.91
.95
α = .96

.88
.92
.73
α = .88
.90
.81
.76
.87
α = .94
.89
.91
.80
.88
.90
α = .95
**
27.13
15.28

Referral
Standardized
t value
Factor Loading
α = .88

Online
Standardized
t value
Factor Loading
α = .89

Confirmatory Factor and Reliability Analysis (Outdoor Samples)

Item
Obligation
After gathering information about a product at this retailer…
-I feel compelled to purchase from this retailer
-I feel like I should purchase from this retailer
-I feel obliged to purchase from this retailer
Price Sensitivity
-I am willing to go to extra effort to find lower prices
-I will shop at more than one store to take advantage of low prices
-The time it takes to find low prices is usually worth the effort
-I'm willing to make an extra effort to find a low price
Desire to Support of Local Merchants
-I think that people should shop at locally owned and operated merchants
-I think it is important to shop at locally owned and operated merchants
-I have a responsibility to support locally owned and operated merchants
-I want to support locally owned and operated merchants
-Supporting locally owned and operated merchants is important to me
Extra-Role Service
The Employees at this Retailer…
-Help customers with problems beyond what is expected or required
-Go above and beyond the call of duty when serving customers
-Assist customers even if it means going beyond job requirements
-Willingly go out of their way to make a customer satisfied
-Go out of their way to help their customers
Personal Connection
-I feel like I have a connection with the employees at this store
-I feel that the employees of this store have taken a personal interest in me
-The employees at this store seem to care about me

66

.90
.89
α = .97
.87
.91
.97
.97
α = .96
.91
.94
.91
.89
.86
α = .95
.91
.93
.95
.88
α = .93
.96
.84
.92

**
36.02
33.66
34.56
**
42.45
37.95
34.14
38.98
**
41.93
44.73
38.07
**
34.26
44.12

**
20.16
26.07

**
24.67
26.431
21.31

**
25.21
22.95
21.77
20.16

**
27.61
24.59
24.69

22.03
21.69

Referral
Standardized
t value
Factor Loading

27.20
24.12

Online
Standardized
t value
Factor Loading

Item
Personal Connection
-I feel like there is a "bond" between the employees at this retailer and myself
.88
-I look forward to interactions with the employees of this store
.83
Tolerance to Wait
α = .96
If the product you want is not in stock at the specialty retailer, how likely
would you be to wait for the specialty retailer to get it in?
-Very Unlikely- Very Likely
.88
-Not Probable- Very Probable
.92
-Definitely Would Not- Definitely Would
.95
-Not Possible- Very Possible
.96
Attitude toward Free Riding
α = .97
I think free riding with the specialty retailer I have in mind would be...
-Bad- Good
.93
-Harmful- Beneficial
.95
-Unsatisfactory- Satisfactory
.93
-Unfavorable- Favorable
.90
-Undesirable- Desirable
.93
Subjective Norms
α = .97
In regard to free riding with this retailer...
-Most people who are important to me think I should not engage in this behavior
.95
-Most people who are important to me consider this behavior to be inappropriate
.93
-People who matter to me do not think this behavior is ok
.95
-People whose opinions I value think this behavior is unacceptable
.91
Intention to Free Ride
α = .95
What is the likelihood that you would engage in free riding behavior at this retailer?
-Unlikely- Likely
.95
-Impossible- Possible
.89
-Probably Would Not- Probably Would
.95
Note - ** = denotes a constrained relationship to 1.00 in order for identification
Model Fit Statistics: Online: χ2 = 1378.54, df = 625, p<.001; CFI = .96, IFI=.96, RMSEA = .05
Referral: χ2 = 1094.69, df = 625, p<.001; CFI = .96, IFI=.96, RMSEA = .06

Table 4.3 (Continued)
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Obligation
Price Sensitivity
Desire to Support Local Merchants
Extra-Role Service
Personal Connection
Tolerance to Wait
Attitude toward Free Riding
Subjective Norms
Intention to Free Ride
4.69
5.26
5.43
5.42
4.72
4.28
3.58
4.06
3.59

Mean

1.23
1.18
1.14
1.09
1.22
1.58
1.49
1.27
1.59

Standard
Deviation
(.746)
.173
.471
.623
.612
.517
-.162
.388
-.179

1

(.718)
.197
.197
.053
.045
.098
-.030
.084

2

(.828)
.416
.390
.214
-.215
.364
-.220

3

Means, Standard deviations and correlations (Outdoor Referral)

(.822)
.744
.431
-.128
.316
-.235
(.800)
.427
-.091
.412
-.227

(.869)
-.088
.351
-.151

(.809)
-.364
.628

Intercorrelations of Constructs
4
5
6
7

Values shown in the diagonal represent the average variance extracted for each construct

1.
2.
3.
4.
5.
6.
7.
8.
9.
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(.839)
-.418

8

(.819)

9

1.
2.
3.
4.
5.
6.
7.
8.
9.

Obligation
Price Sensitivity
Desire to Support Local Merchants
Extra-Role Service
Personal Connection
Tolerance to Wait
Attitude toward Free Riding
Subjective Norms
Intention to Free Ride
4.89
5.67
5.43
5.76
5.03
4.65
3.28
4.14
3.31

Mean

1.29
0.93
1.10
0.93
1.20
1.57
1.66
1.52
1.83

Standard
Deviation
(.724)
.097
.493
.542
.622
.420
-.170
.286
-.268

1

(.697)
.169
.213
.083
-.053
.046
-.012
.055

2

(.768)
.472
.379
.373
-.159
.236
-.245

3

Means, Standard deviations and correlations (Outdoor Online)

(.772)
.690
.347
-.213
.195
-.305

4

(.766)
.439
-.127
.278
-.272

5

(.861)
-.037
.239
-.194

6

(.861)
-.358
.705

7

Intercorrelations of Constructs

Values shown in the diagonal represent the average variance extracted for each construct
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(.874)
-.459

8

(.865)

9

Personal connection to the retailer, extra-role service, and desire to support local
retailers all had a significant and positive relationship to obligation, supporting
hypotheses 1-3 for both samples. Felt obligation to purchase from the retailer however,
had mixed results across samples. For the online sample, felt obligation to purchase from
the retailer had a negative significant relationship to attitude toward free riding with the
retailer, supporting H4. For the referral sample obligation is not significantly related to
attitude toward free riding, so H4 is not supported. Hypothesis 5, which posited that
price sensitivity would have a positive relationship with attitude toward free riding, was
not supported for either sample. However, the impact of subjective norms on attitude
toward free riding was positive and significant for both samples, supporting H6. The
positive and significant relationship between attitude toward free riding and intention to
free ride was also consistent across both outdoor samples, supporting H7 for both online
and referral groups.
Hypothesis 8 suggests that tolerance to wait, which describes the customer’s
willingness to wait for the specialty retailer to order the product for them if it is out of
stock, will weaken the relationship between attitude toward free riding and intention to
free ride. To test this hypothesis, a median split was performed on each sample to
categorize the responses into low and high tolerance to wait groups (Online: nlow= 234,
nhigh=256; Referral: nlow= 127, nhigh=118). The model was then tested for each sample
both with all relationships freed across groups and with the relationship of interest
constrained to be equal among groups. The change in chi-square from the unconstrained
to the constrained model was ∆ χ2 =.001 (p =.978) for the online sample which does not
indicate a significant difference between groups. For the referral sample, the change in
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chi-square from the unconstrained to the constrained model was ∆ χ2 =5.92 (p ≤ .01). This
indicates that the relationship between attitudes toward free riding and intentions to free
ride is moderated by tolerance to wait for this sample. The unstandardized estimate for
this relationship was .902 for the high tolerance group and .592 for the low tolerance
group, indicating that this relationship is strengthened by tolerance to wait. This finding
is contrary to the hypothesized relationship. Therefore, H8 is not supported for the
referral sample. For full results of the moderation test for both online samples, please see
Table 4.7.
Boutique Samples
In an effort to test the generalizability of this model across different types of
specialty retailers, two separate sample of individuals who had shopped at boutique
clothing and accessory shops were also obtained through an online research panel and a
student referral sample in the same manner as the outdoor samples. Boutiques were
chosen as the other type of retailer for this study due, in part, to the frequency of their
mention in study two responses. Also, boutiques were chosen for the potential
differences between this type of retailer and outdoor retailers. Boutiques for this sample
were focused on selling primarily clothing and accessories. While the outdoor specialty
retailers can also sell clothing and accessories, for this study, acceptable outdoor retailers
were focused on some kind of activity such as cycling, backpacking, hunting, etc. This
difference in focus was desirable because of its potential to highlight differences between
varying retailer types.
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Supported
H1 Personal Connection  Obligation
H2 Extra-Role Service Obligation
H3 Desire to Support Local Merchants  Obligation
H4 Obligation Attitude toward Free Riding
H5 Price Sensitivity  Attitude toward Free Riding
H6Subjective Norms  Attitude toward Free Riding
H7 Attitude toward Free Riding  Intentions to Free Ride

Note: *** = <.05, ** = <.01, * = <.001
Common Method Latent Factor included in the analysis

Yes
Yes
Yes
Yes
No
Yes
Yes

.44
7.76*
.13
2.31***
.30
7.24*
-.12
-2.38***
.05
.80ns
-6.76*
-.34
20.21*
.74
Model Fit Statistics
χ2 = 1237.53
df = 506
p<.001
NFI = .93
IFI = .96
CFI = .96
TLI = .95
RMSEA = .05

Hypothesis
Supported

t-Values

Estimate

Online
Standardized

Structural Model Test Results for Outdoor Samples

Hypothesized Relationship
Hypothesis
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t-Value

.24
3.07**
.40
4.89*
.24
4.49*
-.08
-1.07ns
1.31ns
.11
-4.49*
-.36
11.98*
.67
Model Fit Statistics
χ2 = 924.22
df = 506
p<.001
NFI = .91
IFI = .96
CFI = .96
TLI = .95
RMSEA = .06

Estimate

Referral
Standardized

Yes
Yes
Yes
No
No
Yes
Yes

.81

11.19
6.31

.81
.59

.90

Unstandardized
Estimate
t value

Unstandardized
Estimate
t value

10.18

17.79

High Tolerance

Low Tolerance

Results of Moderation Test for Outdoor Samples

Online
Attitude toward Free Riding Intention to Free Ride
Referral
Attitude toward Free Riding Intention to Free Ride
∆ χ2 is for 1degree of freedom
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5.92

.001

∆ χ2

.001

.978

sig.

χ2 Difference Test

Responses were collected in the same manner as the outdoor retailer samples. For
the online panel boutique sample, 522 participants completed the survey. Forty-five
responses were excluded due to incompleteness or failure to provide the name of an
appropriate boutique retailer. This resulted in a final, usable sample of 477 responses.
This sample was 60% male, and the average age was 30. The boutique referral sample
resulted in 262 completed surveys. Thirty-five responses were excluded due to failure to
provide the name of an appropriate specialty boutique retailer. This resulted in a final,
usable sample of 227 responses. This sample was 30% male, and the average age was
27.
Each scale item’s reliability was calculated for both samples. Each item displayed
an acceptable level of reliability (α >.70). The unidimensionality of scale items were
assessed in a confirmatory factor analysis using AMOS 21. This analysis showed an
acceptable fit of the data to the model for both samples (Online: χ2 = 1,326.19, df = 625,
p<.001; CFI = .96, IFI=.96, RMSEA = .05; Referral: χ2 = 1084.81, df = 625, p<.001; CFI
= .96, IFI=.96, RMSEA = .06). For complete results from this CFA, please see Table 4.8.
For these samples, the convergent and discriminant validity of the scales were examined
in the same manner as the outdoor samples. For both samples, AVEs exceeded .50, which
supports the convergent validity of the items, and the shared variance extracted did not
exceed the AVE for any construct, which shows discriminant validity of the measures.
The AVEs, means, and correlations for these samples appear in Tables 4.9 and 4.10.
Once the measurement model had been tested, the structural relationships
represented in Figure 3.1 were examined for each of the boutique samples. As with the
outdoor samples, a common latent method factor was included in this analysis. With this
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factor included, the structural model was analyzed using AMOS 21. The results suggest
an acceptable fit of the model to the data for both samples (Online: χ2 = 1,162.83, df =
506; NFI = .93, IFI = .96, TLI = .96, CFI = .96, RMSEA = .05; Referral: χ2 = 947.10, df =
506; NFI = .91, IFI = .95, TLI = .95, CFI = .95, RMSEA = .06). Once the overall fit of
the model to the data had been determined for each boutique samples, the structural
relationships between constructs were examined. The standardized path estimates and tvalues for each hypothesized relationship can be seen in Table 4.11.
Consistent with both of the outdoor samples, personal connection and desire to
support local merchants have a positive and significant relationship to obligation for both
boutique samples, supporting H1 and H3. However, H2, which states that extra-role
service will have a positive relationship to obligation, was not supported in either
boutique sample. Hypothesis 4, which suggests that obligation will have a positive and
significant relationship to attitude toward free riding, is supported for the online sample,
but is not supported for the referral sample. Price sensitivity did not exhibit a significant
relationship to attitude toward free riding in either the online or referral sample, so, as
with both outdoor samples, H5 is not supported. However, H6 and H7, which posit that
subjective norms will have a negative impact on attitude and that attitudes toward free
riding will have a positive impact on intentions to free ride, are supported for both
boutique samples.
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.87
.89
.89
.92
.92
α = .95
.89
.92
.90

**
31.17
29.66

**
31.39
27.88
29.58
29.86

**
29.89
20.11
27.37
26.71

**
22.01
16.04
25.71

.88
.91
.87
.95
.96
α = .97
.91
.96
.91

**
26.60
22.97

**
24.63
18.85
23.01
23.46

**
31.64
14.65
19.85
20.17

**
21.22
19.63
27.28

**
21.56
11.14

.86
.90
.78
α = .94
.95
.86
.84
.94
α =.94
.94
.97
.73
.84
.84
α = .96

.81
.88
.72
α = .86
.90
.80
.65
.88
α = .86
.89
.91
.74
.88
.87
α = .96
**
24.58
14.22

Referral
Standardized
t value
Factor Loading
α = .90

Online
Standardized
t value
Factor Loading
α = .89

Confirmatory Factor and Reliability Analysis (Boutique Samples)

Item
Obligation
After gathering information about a product at this retailer…
-I feel compelled to purchase from this retailer
-I feel like I should purchase from this retailer
-I feel obliged to purchase from this retailer
Price Sensitivity
-I am willing to go to extra effort to find lower prices
-I will shop at more than one store to take advantage of low prices
-The time it takes to find low prices is usually worth the effort
-I'm willing to make an extra effort to find a low price
Desire to Support Local Merchants
-I think that people should shop at locally owned and operated merchants
-I think it is important to shop at locally owned and operated merchants
-I have a responsibility to support locally owned and operated merchants
-I want to support locally owned and operated merchants
-Supporting locally owned and operated merchants is important to me
Extra-Role Service
The Employees at this Retailer…
-Help customers with problems beyond what is expected or required
-Go above and beyond the call of duty when serving customers
-Assist customers even if it means going beyond job requirements
-Willingly go out of their way to make a customer satisfied
-Go out of their way to help their customers
Personal Connection
-I feel like I have a connection with the employees at this store
-I feel that the employees of this store have taken a personal interest in me
-The employees at this store seem to care about me
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.94
.90
α = .97
.91
.90
.97
.95
α = .97
.95
.96
.94
.85
.92
α = .97
.98
.96
.94
.85
α = .95
.98
.87
.95

**
30.55
29.24
29.17
**
33.73
30.41
28.14
32.92
**
29.29
35.18
31.25
**
31.43
45.38

**
20.16
26.07

**
41.01
34.01
21.31

**
33.68
29.71
21.50
28.24

**
28.04
28.01
26.23

25.67
23.46

Referral
Standardized
t value
Factor Loading

30.09
24.73

Online
Standardized
t value
Factor Loading

Item
Personal Connection
-I feel like there is a "bond" between the employees at this retailer and myself
.90
-I look forward to interactions with the employees of this store
.82
Tolerance to Wait
α = .96
If the product you want is not in stock at the specialty retailer, how likely
would you be to wait for the specialty retailer to get it in?
-Very Unlikely- Very Likely
.84
-Not Probable- Very Probable
.92
-Definitely Would Not- Definitely Would
.96
-Not Possible- Very Possible
.96
Attitude toward Free Riding
α = .95
I think free riding with the specialty retailer I have in mind would be...
-Bad- Good
.91
-Harmful- Beneficial
.92
-Unsatisfactory- Satisfactory
.88
-Unfavorable- Favorable
.86
-Undesirable- Desirable
.91
Subjective Norms
α = .94
In regard to free riding with this retailer...
-Most people who are important to me think I should not engage in this behavior
.93
-Most people who are important to me consider this behavior to be inappropriate
.86
-People who matter to me do not think this behavior is ok
.92
-People whose opinions I value think this behavior is unacceptable
.88
Intention to Free Ride
α = .95
What is the likelihood that you would engage in free riding behavior at this retailer?
-Unlikely- Likely
.96
-Impossible- Possible
.86
-Probably Would Not- Probably Would
.95
Note - ** = denotes a constrained relationship to 1.00 in order for identification
Model Fit Statistics: Online: χ2 = 1326.91, df = 625, p<.001; CFI = .96, IFI=.96, RMSEA = .05
Referral: χ2 = 1084.81, df = 625, p<.001; CFI = .96, IFI=.96, RMSEA = .06

Table 4.8 (Continued)
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Obligation
Price Sensitivity
Desire to Support Local Merchants
Extra-Role Service
Personal Connection
Tolerance to Wait
Attitude toward Free Riding
Subjective Norms
Intention to Free Ride
4.35
5.20
5.36
5.44
4.78
4.39
3.31
4.01
3.28

Mean

1.39
1.42
1.14
1.14
1.42
1.58
1.53
1.36
1.80

Std.
Dev.
(.708)
.017
.410
.461
.625
.336
-.174
.357
-.253

1

(.803)
.283
.165
.037
.058
.153
.104
.138

2

(.753)
.361
.332
.160
-.136
.240
-.203

3

Means, Standard deviations and Correlations (Boutique Referral)

Values shown in the diagonal represent the average variance extracted for each construct

1.
2.
3.
4.
5.
6.
7.
8.
9.
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(.836)
.658
.359
-.171
.283
-.244
(.856)
.396
-.192
.374
-.287

(.875)
-.074
.187
-.161

(.857)
-.360
.691

Intercorrelations of Constructs
4
5
6
7

(.872)
-.475

8

(.873)

9

Obligation
Price Sensitivity
Desire to Support Local Merchants
Extra-Role Service
Personal Connection
Tolerance to Wait
Attitude toward Free Riding
Subjective Norms
Intention to Free Ride
4.25
5.67
5.29
5.48
4.79
4.25
3.27
4.05
3.22

Mean

1.50
1.03
1.16
1.14
1.37
1.63
1.56
1.52
1.80

Std.
Dev.
(.647)
-.051
.349
.368
.538
.396
-.136
.373
-.151

1

(.662)
.203
.155
.080
-.047
.077
-.020
.039

2

(.737)
.467
.441
.400
-.253
.281
-.308

3

Means, Standard deviations and Correlations (Boutique Online)

Values shown in the diagonal represent the average variance extracted for each construct

1.
2.
3.
4.
5.
6.
7.
8.
9.
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(.809)
.732
.370
-.219
.228
-.217
(.788)
.437
-.171
.353
-.220

(.845)
-.102
.251
-.166

(.804)
-.414
.683

Intercorrelations of Constructs
4
5
6
7

(.808)
-.499

8

(.855)

9

Supported
H1 Personal Connection  Obligation
H2 Extra-Role Service Obligation
H3 Desire to Support Local Merchants  Obligation
H4 Obligation Attitude toward Free Riding
H5 Price Sensitivity  Attitude toward Free Riding
H6Subjective Norms  Attitude toward Free Riding
H7 Attitude toward Free Riding  Intentions to Free Ride

Note: *** = <.05, ** = <.01, * = <.001
Common Method Latent Factor included in the analysis

t-Values

.54
8.35*
-.02
-.28ns
.35
7.69*
-.19
-3.17**
1.17ns
.09
-7.06*
-.38
18.96*
.72
Model Fit Statistics
χ2 = 1162.83
df = 506
p<.001
NFI = .93
IFI = .96
CFI = .96
TLI = .95
RMSEA = .05

Estimate

Online
Standardized

Structural Model Test Results for Boutique Customers

Hypothesized Relationship
Hypothesis
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Yes
No
Yes
Yes
No
Yes
Yes

Supported

Hypothesis

t-Value

.60
7.17*
.00
0.03ns
3.20**
.20
-1.69ns
-.14
1.56ns
.12
-5.49*
-.41
14.14*
.73
Model Fit Statistics
χ2 = 947.10
df = 506
p<.001
NFI = .91
IFI = .95
CFI = .95
TLI = .95
RMSEA = .06

Estimate

Referral
Standardized

Yes
No
Yes
No
No
Yes
Yes

The hypothesized moderation of tolerance to wait was also tested with these
samples. To test this hypothesis (H8), a median split was performed for each sample to
categorize the responses into low and high tolerance to wait groups (Online: nlow= 237,
nhigh=240; Referral: nlow= 103, nhigh=124). The model was then tested with all structural
relationships free across both groups and then with the relationship between attitude
toward free riding and intentions to free ride constrained to be equal across groups. The
change in chi-square from the unconstrained to the constrained model was significant (∆
χ2=4.91,

p≤ .05) for the online sample, but not for the referral sample (∆ χ2= .04, p =.841).

This indicates that tolerance to wait moderates the relationship between attitude toward
free riding and intentions to free ride for the online sample. Therefore, H8 is supported
for the online sample, but not for the referral sample. The unstandardized estimate for this
relationship in the online sample for the high tolerance to wait group is.769, while the
unstandardized estimate for the low tolerance to wait group is .978, indicating that
tolerance to wait weakens the relationship between attitudes toward free riding and
intentions to free ride for this sample. For full moderation results for both boutique
samples, please see Table 4.12.
Results
The examination of the proposed structural relationships showed varying results
across samples. The hypothesized relationships and the results of testing these
relationships may be seen in Table 4.13. The variation in results was especially evident in
the differing effect of factors influencing obligation to purchase from the retailer. Desire
to support local merchants consistently exhibited a positive and significant relationship to
obligation to purchase from the retailer across all four samples. Personal connection to
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the retailer also positively influenced obligation across all four samples. However, extrarole service was significantly related to obligation only for the outdoor retail samples, and
not for either of the boutique samples. This suggests that there may be differences in felt
obligation and free riding decisions between different types of retailers.
There are also differences in factors that impact attitude towards free riding across
samples. Subjective norms, which was conceptualized in this study as the extent to
which others think that free riding is a negative behavior, was negatively related to
attitude toward free riding across both outdoor and boutique samples. Obligation, which
was posited to have a negative impact on attitude toward free riding, exhibited a negative
significant relationship to attitude in both the online outdoor and boutique panel samples,
and neither of the referral samples. Price sensitivity, the extent to which a consumer is
concerned about prices, was theorized to have a significant and positive impact on
attitude toward free riding. However, this relationship was not significant for any of the
four samples.
Attitude toward free riding was significantly and positively related to intentions to
free ride, which supports the theoretical basis for this model, the theory of reasoned
action. It was hypothesized that tolerance to wait would weaken the relationship between
attitude toward free riding and intentions to free ride. This hypothesis met with mixed
results throughout the models. The relationship between attitude toward free riding and
intention to free ride was significantly weakened by tolerance to wait for the online panel
boutique sample. There was no significant impact on the relationship between attitude
and intention for either the online outdoor sample or the boutique student referral sample.
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However, for the outdoor student referral sample, tolerance to wait actually strengthened
the relationship between attitudes and intentions.
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Online
Outdoor

Referral
Outdoor

.44*
.24**
H1 Personal Connection  Obligation
H2 Extra-Role Service Obligation
.13***
.40*
.30*
.24*
H3 Desire to Support Local Merchants  Obligation
H4 Obligation Attitude toward Free Riding
-.12***
-.08ns
.11ns
H5 Price Sensitivity  Attitude toward Free Riding
.05ns
-.34*
-.36*
H6Subjective Norms  Attitude toward Free Riding
H7 Attitude toward Free Riding  Intentions to Free Ride
.74*
.67*
Note: *** = <.05, ** = <.01, * = <.001
Standardized estimates shown
Estimates in bold are non-significant and the associated hypotheses are not supported

Summary of Structural Relationships

8.41

.83

.54*
-.02ns
.35*
-.19**
.09ns
-.38*
.72*

Online
Boutique

.80

.77

12.24

.98

.60*
.00ns
.20**
-.14ns
.12ns
-.41*
.73*

Referral
Boutique

10.99

14.43

Unstandardized
Estimate
t value

High Tolerance

Unstandardized
Estimate
t value

Low Tolerance

Results of Moderation Test for Boutique Samples

Online
Attitude toward Free Riding Intention to Free Ride
Referral
Attitude toward Free Riding Intention to Free Ride
∆ χ2 is for 1degree of freedom

Test
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.04

4.91

∆ χ2

.841

.027

sig.

χ2 Difference

Overall, it appears that there are certain elements of a shopping experience which
consistently influence consumer’s attitudes and intentions to free ride with specialty
retailers. However, the varying results of the structural models for the four samples
suggest that there are some differences in factors which impact free riding attitudes for
different retailer and consumer types. These results are further explored in the discussion
section of this paper.
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CHAPTER V
DISCUSSION

The purpose of this research was to better understand consumer free riding
behavior. As consumers encounter an ever-growing number of options for both product
research and purchase, they are faced with the decision as to whether or not to purchase
the item from the retailer at which they gathered information about the product. Because
of the potential for greater loss associated with this behavior at small, specialty, brickand-mortar retailers (Singley & Williams, 1995; Thau, 2013), this type of retailer was the
focus for this study. Through three studies, a model of consumer free riding was
developed and tested. The results of these studies give insight into this relatively
unstudied area of consumer retail behavior.
First, a holistic view of the consumer free riding experience was gained through a
series of sixteen depth interviews. These interviews asked participants to recount an
experience in which they had researched an item at an independently-owned specialty
retailer but then ultimately purchased the item online. Through the analysis of these
interviews, we understand that consumers typically seek out specialty retailers to gain
knowledge from the employees and to experience products first-hand. However, each of
the sixteen interviewees decided to ultimately purchase the item that they had evaluated
at the specialty at a separate online retailer for a price savings, some price savings
totaling under $5.
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After a general understanding of consumer free riding experiences was gained
through the interviews in study one, study two expanded upon the knowledge garnered in
the interviews by probing into several important factors associated with free riding at
specialty retailers. This was accomplished by gathering answers to four open-ended
questions from two samples of consumers, for a total of 360 responses. These responses
gave insight into motivations to patronize specialty retailers, motivations to engage in
free riding behavior, the impact of service on intentions to free ride, and the emotional
element of free riding.
Responses from studies one and two were incorporated into the theory of
reasoned action to develop a model of free riding behavior. This model includes several
factors; desire to support local merchants, extra-role service, and personal connection
which may impact obligation to purchase from the specialty retailer. The impact of this
obligation, of price sensitivity, and of subjective norms on attitude toward free riding was
examined, as were the impact of attitude toward free riding on intentions to free ride, and
the potentially moderating effect of tolerance to wait on the relationship between attitude
toward free riding and intention to free ride.
Because free riding violates the norm of reciprocity, or the idea that one should
reciprocate when one is benefitted by another (Cropanzo & Mitchell 2005), it was
theorized that free riding, which is, in essence, the taking of retailer resources and yet not
giving any benefit to the retailer, might cause mixed emotions in some consumers. When
interviewees were asked if they had any mixed emotions about engaging in this behavior,
not all responded in the positive, but those who reported that they had mixed emotions
cited a sense of guilt and obligation associated with their behavior. Similarly, when
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respondents to study two were asked if they felt guilty about engaging in this behavior,
50% noted that they did feel guilty. While guilt in a retailing context had not be
extensively studied, past research did reveal that guilt could arise in a retail setting as a
result of unmet obligations (Dahl, Honea, and Manchanda, 2005). Therefore, the impact
of this sense (or lack thereof) of obligation to purchase an item from the retailer became a
central theme in the model of free riding behavior. The relationships of several retailercontrollable factors; desire to support local merchants, personal connection to the retailer,
and extra-role service were examined for their impact on purchase obligation.
Desire to support local merchants represents the consumer’s commitment to
shopping at locally-owned merchants. This desire to shop locally emerged as important
role in the free riding decision process in this research. From study two, we learned that
this desire has an important impact both on the desire to patronize specialty retailers as
well an impact on feelings of guilt associated with free riding with the retailer. Desire to
support local merchants was cited in study two as one of the most prevalent reasons for
feeling guilty about free riding. Respondents noted that they felt like they “should”
support their local retailers or that they “ought” to purchase from locally owned stores.
This relationship held true throughout the quantitative testing of the model, as desire to
support local merchants has a significant and positive effect on purchase obligation for all
samples. Consumers who are committed to shopping with locally-owned merchants also
felt greater obligation to purchase from that retailer after gathering information about a
particular product at that store.
In addition to the impact of a desire to support local merchants, having a personal
connection to a retailer, or a sense of affiliation with the retailer or its employees, seems
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to have an impact on free riding behavior. This connection was mentioned as being a
reason why customers choose to shop at specialty retailers as well as one of the primary
reasons why customers would feel guilty free riding at a specialty retailer. Personal
connection to the retailer was also cited in study two as being one way that service at a
specialty retailer can influence the customer to purchase an item with the retailer rather
than online. Affiliation with the retailer was also the most frequently mentioned reason
for feeling guilt about free riding with the retailer in the interviews in study one.
Respondents noted that when they felt that they had an affiliation, be it a
friendship, family connection, or other relationship, with the retailer or its employees, this
increased their sense of guilt when free riding with the specialty retailer. In study two,
this finding was again confirmed, as individuals in the intercept sample noted that they
would feel guilty free riding with a retailer because they had personal relationships with
the employees or owner of that retailer. The impact of personal connection to the retailer
on felt obligation to the retailer was also examined in study 3 and was found to be
significant. This indicates that personal connections may be a key factor in feelings of
guilt and obligation regarding free riding with a specialty retailer.
Extra-role service, for this study, is a belief by the customer that employees are
willing to go above and beyond the requirements of their jobs to satisfy the needs and
wants of the customer. This form of service, which surpasses expected customer service,
is an expected element for specialty retailers to offer. This type of service, which
typically requires a great deal of cost involved in the training and retention of
knowledgeable and experienced salespeople, is also one of the reasons that specialty
retailers are most vulnerable to free riders (Thau, 2013).
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While extra-role service has a significant impact on attitude toward free riding for
both of the outdoor samples in study three, this relationship was not found to be
significant in either of the boutique samples. This indicates that the impact of extra-role
service may have varying impacts depending on the type of specialty retailers. This
variance in the impact of service may be due to a perceived difference in expertise and
cost of the extra-role service between boutique and outdoor specialty retail employees.
Employees at outdoor specialty retailers may be expected to have in-depth
knowledge about their products and should be able to share that knowledge with
consumers. Underscoring this, in study two, when asked how the service at the retailer
affected their purchase decision, the number of responses noting extra-role service was
almost double for the intercept, the more outdoor-oriented sample, than for the general
student referral sample. This may be related to the expectation of knowledge in the
employees. Desire to talk to knowledgeable employees was also almost double for the
more outdoor-oriented sample in study two when asked why they would choose to
patronize a specialty retailer. Extra-role service was also cited in interviews as a reason to
feel guilty about free riding with a retailer.
In addition to the varying impact of extra-role service on obligation to purchase
from the retailer, the effect of obligation on attitudes toward free riding also had mixed
results throughout the studies. For both of the online samples, obligation had a significant
and negative effect on attitudes toward free riding. However, in both of the student
referral samples, this relationship was non-significant. This difference may be a result of
the different lifestyles and age groups between samples. The average age of respondents
for the referral samples was younger than that of the online panel samples. In a study
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regarding the perceptions of consumer misconduct associated with free riding, Chiou,
Wu, and Chou (2012) find that younger individuals are less likely to feel that they are
responsible for their free riding behavior than business professionals. This may explain
why the referral samples felt obligation to purchase from the retailer but this obligation
did not result in a significant change in attitude toward free riding with the retailer. If the
referral sample felt obligated to purchase from the retailer, but felt that they were not
responsible for having to free ride at this retailer, they may not have experienced a
change in their attitude toward free riding.
Other elements were also influential in the formation of attitudes toward free
riding. Price sensitivity, for one, which refers to the consumers’ willingness to go out of
their way to procure the best price for a product, had an interesting impact on this study.
In each of the sixteen interviews a price savings was reported when purchasing the item
online. This was cited in the interviews as the primary reason for purchasing the item
online rather than at the specialty retailer. Also, price was cited in study two in over half
of the response as to why they would shop online rather than at the specialty retailer. It
stands to reason that individuals who are willing to put forth extra effort to find lower
prices would think that free riding, which is fundamentally rooted in looking for better
prices online, is a positive behavior.
However, in testing the model, price sensitivity was not significantly related to
attitude toward free riding for any of the four samples. There may be several explanations
for this lack of significance. Customers who shop at specialty retailers may already be
less price sensitive than those who choose to shop at other retailer types, such as
department stores and other low price leaders. Also, while price is undoubtedly an
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element in the free riding decision, it may not necessarily be innate price sensitivity of the
consumer that influences their attitude toward free riding. It may be a sense of “value
consciousness” as was studied by Burns (2006). Alternatively, the impact of pricing
could be described more as a desire to “win” by getting the best price. After all, one
respondent to the interviews noted that they felt a sense of pride and accomplishment
knowing that they had gotten the best price. They noted several times that they felt
excited and intelligent because of finding a better price online, even stating, “I feel like if
I’m smart enough then I should go online and get it.” This suggests that the issue of price
in free riding could be a multi-faceted issue, requiring further research.
Subjective norms, which in this study refers to the extent to which relevant others
believe that free riding is a negative behavior, had a significant and negative relationship
with attitude toward free riding. In study two, one sample noted that social norms related
to guilt associated with free riding. Respondents noted that in their particular social
circle, it was more acceptable to purchase from the specialty retailer than to free ride. As
long as individual’s referent groups believe that free riding is a negative behavior, then
they will also have a negative attitude toward free riding. The results of study 3 confirm
that if friends, social groups, or family, believe that free riding is a negative behavior,
then this will transfer to the consumer, who will also have a negative attitude toward free
riding.
In studies one and two, many people acknowledged that, at times, the reason that
they would choose to free ride from a retailer was due to the more extensive selection of
colors, styles, and other options available online. However, in many cases, a retailer can
order these other options for the customer just as quickly as the customer can order them
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themselves. Therefore, we explored whether or not the willingness to wait for a retailer
to order the product for them would weaken the relationship between attitudes toward
free riding and intentions to free ride. This hypothesis was only supported for the online
panel boutique sample. This suggests that while tolerance to wait may impact free riding
behavior, this impact may differ across consumer and retailer types.
Though this research sheds light on many factors which may impact free riding
behavior, it may raise just as many questions as it answers. However, while it leaves
many areas of free riding behavior open for future studies, the insight that was gained
through this current research has many implications for academic research and for
managers. The results of this research lend understanding to current marketing topics,
give areas for future research, and offer potentially helpful strategies for specialty retail
managers.
Theoretical Implications
Though consumer free riding and other forms of consumer research shopping
phenomena have garnered much attention in the popular press lately, there have been
relatively few studies which explore this behavior. This research gives insight into this
under-studied component of consumer behavior. There are many components which
influence the development of free riding attitudes and intentions which emerged in the
qualitative studies one and two, of which we have examined the relative impact of a few
in study three. This research explores many areas which have implications for the
research of consumer free riding as well as other areas of consumer behavior associated
with retailing, particularly those areas of retailing associated with multi-channel shopping
and specialty retailing.
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This research reveals the deep complexity of consumer free riding. The intentions
to engage in this behavior take into account many components. Factors which influence
free riding behavior may be personal (the opinions of relevant others), based on the
actions of the retailer (extra- role service), or a combination of the two (personal
connection to the retailer). This research adds depth to the previous works concerning
this behavior. It accomplishes this through developing both broader (studies one and
two) and more focused (study three) views of free riding. This allows for a more holistic
view of free riding and gives insight into not only what factors may encourage free riding
behavior, but also what factors may deter free riders.
One key contribution of this research is to explore the idea of purchase obligation
to a retailer. This obligation, which in this study is focused on obligation to the retailer,
and not a particular salesperson, is little studied in the retailing literature. This obligation
to reciprocate extraordinary levels of service, social capital, and participation within the
community, all of which can be controlled or at least encouraged by the retailer, can lead
to a sense that one should purchase from a retailer after gathering information from that
retailer. The results of this study also lend insight into the differing impact of purchase
obligation that may exist between different generations of consumers or at least consumer
groups in different stages of the consumer life cycle. Our results show that for the student
referral samples, perceived purchase obligation to the retailer did not have a significant
impact on attitude toward free riding with the retailer.
Also, through gathering consumer descriptions of their free riding experiences in
study one, we learn that free riding can occur in a variety of situations. In addition to the
more traditional form of free riding, in which one gathers information from a full service
94

retailer and then makes a purchase at a limited-service retailer, consumers are also
incorporating free riding into a more complex system of research shopping. Consumers
may encounter, research, and purchase an item in a variety of scenarios including mobile,
in-store, and online shopping. This implies that consumer decision making is becoming a
more complex issues, with more steps and variables than were previously considered in
most research. The issue becomes even more complex as one incorporates mobile
shopping into the equation. Respondents in study two noted that they could now even
order products from online retailers from their mobile devices. This suggests that the
convenience of online shopping may be increasing and can have an even greater impact
on current and future consumer online shopping and free riding than it has had in the
past, as now consumers can make purchases from their mobile devices, even while still in
a brick-and-mortar retailer.
Although this research has implications for online and mobile shopping research,
it also lends insight as to why, in the age of internet and big-box retailers, some
consumers still choose to patronize small, brick-and-mortar retailers. In studies one and
two, we learned that many individuals choose to patronize small retailers in a desire for
tactile experience of products, advice from knowledgeable employees, ability to
encounter a deep product assortment, etc. This insight into the reasons that some
consumers still patronize small retailers suggests that context matters when studying
retailing behavior. There are different motivations to patronize different types of
retailers, depending on the consumer. Different consumer needs are met by different
types of retailers and the ways in which those needs are met have varying effects on
different consumer groups. For example, as we see in the results of study three, extra-role
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service has an obligatory effect on customers of outdoor specialty retailers but not on
customers of boutique retailers. This suggests that research into retailing should account
for the differences that may arise due to retailer characteristics.
One of the most interesting contributions of this research is the light that it sheds
on the popular perception of free riding motivations. Much of the current and past
research and popular press regarding free riding behaviors attribute this behavior to price
sensitivity, however, this research suggests that the role of pricing in the free riding
decision is a multifaceted issue. While in studies one and two, pricing issues were
consistently mentioned as the most important element in the free riding decision, when
included in the model, price sensitivity did not impact attitudes toward free riding. This
suggests that pricing issues regarding research shopping in general, and free riding in
particular, are a much more complex issue than previously thought.
Managerial Implications
While this research has implications for academic research, it also has a number
of implications for retail managers, particularly for owners of small, specialty retailers,
which were the retailers of focus in this research. Interviews and open-ended responses in
studies one and two were useful in painting a broad picture of the free riding experience.
Elements of these experiences which could be influenced by retail owners and managers
were then included in a model of free riding behavior in an attempt to further isolate ways
in which mangers could combat this behavior. Several issues emerged which could be of
use to retail managers when facing this problem of consumer free riding. These issues
suggest strategies regarding the selection and training of personnel, involvement in the
community, and pricing and promotion that may help to deter free riders.
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Personal connections can increase obligation to purchase from the specialty
retailer after browsing with the retailer. Employees of specialty retailers should make
every attempt to foster a sense of personal connection with their customers. This means
going beyond the usual “Can I help you find something?” or greeting when the consumer
enters the retailer. Fostering a feeling of personal connection requires the retail
employees to put forth the effort to connect to the consumers beyond facilitating a
transaction. Manages should be aware of this relationship and encourage their employees
to spend the time and effort to have conversations and find common ground with their
customers.
Similarly, retailers should empower and encourage their employees to perform
extra-role service for their customers if free riding is a concern. The expectation of extrarole service is one of the primary reasons that consumers choose to shop with a specialty
retailer. However, the result of extra-role service may be different for different types of
specialty retailers. For outdoor specialty retailers, extra-role service like providing advice
is important to fostering a sense of obligation to the retailer. This suggests that for
outdoor retailers, spending the time and effort to ensure that their employees have the
experience and knowledge to help customers can be instrumental in increasing feelings of
purchase obligation. Extra-role service may a have different meaning for boutiques than
it does for outdoor retailers. Managers of this type of specialty retailer should offer
noticeably extraordinary customer service. Assisting with a fitting room or helping to put
together an outfit may not be enough service to foster a sense of purchase obligation with
customers. Some mentions of this type of extra- role service for boutiques which might

97

foster obligation includes actions such as notifying a customer when particular items of
interest arrive.
Retailers may also be able to deter free riders through emphasizing their position
as a locally-owned retailer. Not only does a desire to support local retailers encourage
individuals to shop with a specialty retailer, it can also drive feelings of obligation to
purchase from this retailer. Local retailer associations have begun to band together to
create messages encouraging this desire to shop locally, with billboards and other
promotional activities suggesting that residents should “shop local” and “live here, shop
here” messages. The results of this current research suggest that this type of emphasis on
being a locally-owned can benefit the retailer.
In this same vein, creating a community around the retailer which supports
shopping from the retailer may be a powerful tool in deterring free riding behaviors. This
is evidenced by subjective norms (in this study, the extent that relevant others see free
riding as a negative activity) having a negative impact on attitudes toward free riding in
study three. If retailers can spread the message among their customers that free riding is a
negative behavior, these customers may influence others to also have negative attitudes
toward free riding. As one individual noted in study two, they felt guilty about free riding
with their local bicycle shop, “because supporting your local bike shop is the accepted
cyclist culture.” If shops can encourage this stance in their customer base; they may be
able to create subjective norms which are strong enough to deter free riders.
Another way that retailers may be able to discourage free riding is to be involved
in the community. Through community involvement was only marginally mentioned as a
reason to feel obligated to purchase from a local retailer in study two, it was also cited as
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one of the reasons why consumers choose to shop with locally-owned specialty retailers.
While community involvement itself, such as sponsoring local events, may not directly
influence obligation to the retailer, it may be an excellent way to achieve recognition as a
local merchant, as well as to build personal connections with potential current customers
and strengthen ties to existing customers, which have a greater chance of deterring free
riding and encouraging consumers to shop and buy from the retailer.
Aside from becoming involved in the community and hiring and training of
employees, retailers may also find certain pricing and promotional activities to be helpful
in combatting free riding. Because pricing played such a major role in the free riding
decision in studies one and two but then was found to be non-significant in study three,
this suggests that pricing issues have some form of relationship to attitudes toward free
riding but that this may not be the primary motivation behind free riding behavior. This
finding leads one to believe that while pricing issues are important to customers, and
managers should be cognizant of online pricing comparisons, such actions such as price
matching may not be entirely necessary.
However, the fact that price sensitivity did not significantly influence attitudes
toward free riding in testing the model does not mean that pricing and promotional issues
play no role in the free riding decision making process. To the contrary, many
respondents in study two suggested that while price matching may not be necessary,
coming closer to online prices would encourage shoppers to not engage in free riding.
Respondents in this study also noted that promotional tools such as loyalty programs and
other price promotions were influential in their desire to shop with a specialty retailer.
Other incentives aside from price, such as free gift wrapping, and service plans, and
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simple and flexible return policies, can also encourage shoppers to choose to shop and
buy from a local brick-and-mortar retailer rather than an online store.
Finally, retailers should take note of their online competition in regards to the
product assortment and convenience of purchasing items. While many individuals in
studies one and two suggested that they chose to visit a specialty retailer particularly for
their product assortment, a great percentage of these individuals also noted that they
would choose to buy the product from an online retailer if that retailer had the item in a
color or size that was not currently available at the specialty retailer. They also noted that
sometimes it was simply easier to shop online and have an item delivered than return to
the retailer where they encountered the product to make their purchase. To combat these
reasons for free riding, specialty retailers should work with their suppliers (if possible) to
institute a drop-ship program, which could make it convenient for a customer to special
order an out-of-stock item from the retailer rather than go online to a separate store.
Also, having an online presence as a multichannel retailer may deter some free riders. If
a specialty retailer gives individuals the option of leaving the store but then purchasing
the item from their online store, individuals may see this as a convenient alternative to
having to travel back to the store to make their final purchase.
Limitations and Future Research
As in any research, this study has its limitations. There are limitations regarding
the sampling method, particularly for the third study. In study three, we only examined
responses from customers of boutiques and specialty outdoor retailers. The results of this
study indicate that there are differences in the free riding decision between different types
of retailers. By focusing solely on these types of retailers we failed to capture responses
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from many other specialty retailer types. Future research should include responses from
customers who have shopped at other varieties of specialty retailers. This will lend
greater understanding to the differences and similarities of free riding behaviors across
retailer types.
Also, while every effort was made to be sure that respondents in all three studies
understood the definition of a specialty retailer and that they were thinking of a particular
specialty retailer while completing the interviews or surveys, certain variables regarding
the individual retailers were not captured and may have been of interest in the results of
this study. For example, it would be interesting to understand how the size (number of
employees, annual sales, square footage, etc.) of a retailer influenced the free riding
decision process. Similarly, understanding more fully the type of service that was
expected and received at each retailer may have influenced the results of this study. In
particular, future research should seek to understand the impact of perceived expertise of
employees on the free riding decision.
Future research should also further explore the concept of guilt in regard to free
riding. Guilt emerged in study one and two as an emotion that has a strong relationship
with free riding for some customers. Guilt seems to be a retrospective feeling associated
with free riding. In study three, we attempted to capture any preemptive effects of
obligation, which might be a precursor to guilt. However, guilt, in and of itself, should
be further explored in its relationship to free riding. For example, guilt over one previous
free riding experience may prompt customers to make other purchases from the retailer in
the future in order to mitigate this feeling of guilt.

101

In addition to the impact of guilt, the impact that price perceptions and price
sensitivity has on free riding is still a mystery. Without deviation, every individual
interviewed in study one reported a price savings as either the impetus or perk of their
free riding experience. Similarly, in study two, over half of respondents from both
samples stated that price savings was the primary reason that they would choose to
purchase an item online rather than from their local specialty retailer. However, in
testing the model, price sensitivity was not found to have a significant impact on attitude
toward free riding in any sample. Overall, the exact impact of pricing on free riding is
still unknown. In study one, individuals reported savings of anywhere from $2 to $150
prompted their free riding behavior. Many individuals in study two noted that if a
specialty retailer were to come closer to the price offered online, they would be more apt
to buy the product from the retailer. Therefore, looking at the exact price savings that
will send individuals online may be helpful in showing retailers the level to which they
should attempt to price match.
This research also has implications for public policy research. Several individuals
in the interviews mentioned that not only did they save on the actual price of the item,
when ordering online they also did not have to pay the taxes that they would have had to
pay at the specialty retailer, saving them even more on the purchase of the product. As
tax regulation on internet retailing continues to be a hot topic for legislation, researchers
should examine the impact that paying or not paying taxes to online retailers would have
on the online shopping experience.
Finally, this research focuses on free riding in one context, free riding from a
small, locally-owned, specialty retailer to a separate, online retailer. This context was
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chosen due to the potentially detrimental effect of this behavior on this type of specialty
retailer due to the high costs associated with stocking and staffing a small retailer.
However, free riding can occur in any retail context. This topic should continue to be
explored in other contexts, including online to offline retailers, big-box to big-box
retailer, and brick-and-mortar specialty retailer to brick-and-mortar big-box retailer or
department store.
Summary
As free riding becomes more prevalent, both researchers and managers are
attempting to better understand this behavior. Because free riding may occur in a number
of retail situations, this research strove to explore this behavior in a particular context,
therefore to gather a deeper insight into one particular context of free riding. For this
research, free riding behavior was explored in a specific context in which consumers
shopped for a particular item at a small, locally-owned specialty retailer and then made
the decision to either purchase that item at a separate online retailer or at the specialty
retailer itself. In three studies, two qualitative and one quantitative, motivations and
possible deterrents to free riding were explored and examined, shedding light on this
potentially detrimental behavior.
A comprehensive picture of the free riding experience was developed through a
series of depth interviews and open-ended questionnaires in studies one and two. In these
studies we learned that individuals patronize specialty retailers in order to experience and
inspect products firsthand and to gather knowledge from experienced salespeople. We
also find that issues such as a desire to support local retailers, personal connections to
retailers and retail employees, as well as service influence the decision to shop with a
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specialty retailer. The interviews and questionnaires also revealed that pricing issues
play a large role in the decision to engage in free riding behavior. When asked if there
were any mixed emotions regarding this behavior, some individuals noted a feeling of
guilt associated with purchasing the item at a separate online retailer rather than at the
store where they encountered the item. This emotional component of obligation and guilt
associated with free riding had previously been unexplored in the free riding literature
and became a central theme in this study.
In study three, firm controllable elements discovered in studies one and two were
included in a model of free riding behavior which was based on the Theory of Reasoned
Action. The results of testing this model across four separate samples, two for outdoor
specialty shops and two for boutique retailers, revealed several factors that influence free
riding across retail and customer types, and others that varied across groups. Both desire
to support local merchants and personal connection to the retailer were revealed as firm
controllable elements that retailers might be able to use to influence purchase obligation
and therefore deter free riders. Extra-role service was also related to a feeling of
obligation, but only for outdoor retailers. Obligation to purchase from the retailer after
shopping with the retailer had a significant impact on attitudes toward free riding, but this
result differed across samples. Subjective norms and price sensitivity were both expected
also to influence attitudes toward free riding. Subjective norms, or the belief that relevant
others disapproved of free riding, was negatively related to attitude toward free riding and
could also be used as a tool for retailers to discourage this behavior. Perhaps most
surprisingly, price sensitivity was found to be a non-significant element of the conceptual
model, calling into question the exact influence of price in the free riding decision.
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In summation, this research offers insight into the free riding behaviors associated
with gathering information at a small, locally-owned specialty retailer and then
purchasing the item online. One of the most illuminating factors discovered through this
research is that there is an emotional element associated free riding. This emotional
component, guilt resulting from obligation to purchase from the retailer, was discovered
and explored. Managers of small retailers may be able to utilize this emotional
component in a number of ways to prevent consumers from engaging in this behavior. It
is the hope of the author that this research results in elevated interest in the topic of free
riding and gives insight as to which topics may be valuable for future research in this
area.
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LIST OF HYPOTHESES
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H1: Personal connection will positively influence obligation
H2: Extra-role service will have a positive influence on obligation
H3: Desire to support of local merchants will positively influence obligation
H4: Obligation will negatively influence attitude toward free riding
H5: Price sensitivity will have a positive effect on attitude toward free riding
H6: Subjective norms will have a negative effect on attitude toward free riding
H7: Attitude toward free riding will have a positive effect on intention to free ride
H8: Tolerance to wait will weaken the relationship between attitude toward free
riding and intention to free ride
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Interview Consent
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Interview Guide

Have you ever been in a situation where you visited a small, specialty retailer, found
a product that you wanted and then made the decision to purchase the product at an
online retailer?
For the purposes of this study the term “specialty retailer” refers to a retailer who
carries a unique selection of products within one product category or several closely
related categories, whose target market is highly involved with the products or
product categories which they stock, and whose employees are expected to have
certain expertise with the products or product categories which they carry. A small
specialty retailer would be “one that is independently owned and operated, is
organized for profit, and is not dominant in its field” (Small Business
Administration 2012). This definition excludes “big box” specialty retailers such as
Best Buy, Lowes, Home Depot, etc.
1) Why do you choose to shop at specialty retailers?
a. What do you consider to be the benefits of shopping at a specialty retailer
vs shopping online?
2) Please describe your relationship with the specialty retailer.
a. For example, how often do you visit? Do the employees know you on
sight? Etc.
3) How involved would you consider yourself to be with the product category?
4) Please describe the situation in which you visited the retailer and then made your
purchase online.
a. Why did you decide to purchase the product online?
5) Please describe the online retailer.
6) Did you have any mixed emotions about purchasing the product online after
visiting the retailer? Please describe.
7) What could the specialty retailer have done to prevent you from purchasing the
item online?
8) So if the retailer makes no changes, would you repeat this behavior (visiting the
store and then shopping online)?
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Interview 1: Louisa
Interview #1
Pseudonym: Louisa
Age: 23
Gender: F
Interview Time: 10:41
Product category: Jewelry
Product: Pandora Charm
Retailer: Purple Elephant
I: In general, why would you choose to shop at a specialty retailer?
R: Probably just to find some special targeted items. Specifically what I want to look for.
If I have a gift idea I would go there and get great customer service. To look for products
that I can’t find anywhere else.
I: What would you consider to be some benefits to actually going to a specialty retailer
versus shopping only online?
R: Probably if there is good customer service then that’s probably a big benefit. Because
I don’t necessarily…online I don’t necessarily use online customer service chats a lot. So
if I need customer service I would rather go to the retail store.
I: What would you consider to be good customer service?
R: Definitely people who come towards you. Who ask you what you need. But also
people who don’t stand in your way. I need them to assist. Like if I have questions. If I
have targeted questions to maybe lead me to that item. And also make other offers. Like
what are some other items that I might like because I ask for a certain item.
I: So you expect them to make recommendations.
R: Yeah and definitely to have a big knowledge base of all of the items in general.
Everything in the store. That’s kind of expected for me.
I: so with this particular retailer. Do you have any kind of a relationship with that
retailer? Do you go in there a lot? Do the employees know you?
R: They know me a little bit. They might know me when I come in just because I’m
German and I came in not a lot but maybe 5 times last year. And so they kind of know
me. I had not known them before, personally, but when I walked in I usually talked to
them and so we got to know each other that way.
I: How involved would you say you are with this product category, so accessories?
R: very involved.
I: what do you mean when you say very involved?
R: I always accessorize myself usually. Here I have a necklace on now too and I match it
to the outfit I’m wearing. I kind of have to do that in the business I’m in just to show
what I can do. Show on myself what I can do as a walking advertisement so that I can
style other people. It’s part of my business. So I always. I have a jewelry tree at home
with jewelry hanging on it. I have different colors. So anything you can think of.
I: So you keep up with trends.
R: yes. It’s very hard on a budget but I try to keep up.
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I: Let’s talk about your particular situation. If you can please describe the steps from
what led you to the retailer to what made you decide to buy the item online.
R: Ok. I wanted to find a Pandora charm like a sun Pandora charm for my mother for her
birthday. Because she always wanted it. I also had already known that purple elephant
store because I went in there before and bought myself a Pandora charm. So I really liked
it and they were nice so I went back in there but then like the specific one that I wanted
was really expensive and I didn’t have the budget at that time to spend it for a birthday
present.
I: so you remember how much it was?
R: I know for sure it was above $60. So it was a little bit too much plus I had to include
the shipping because it had to go to Germany. And for something like that …. And it’s
really risky for it to get lost in shipping. And I kind of found the price in there but then
left and then tried to find it online. And I found it cheaper but it was not the best idea
because I don’t think it was a true real Pandora. So I ended up with what I perceived as a
fake. And so I never sent it to my mother so it was wasted money anyway.
I: Did anyone help you in the store?
R: I was already able to point to what I wanted. But usually they have a big display of
charms so I had to ask where their sun charms are. And so they pointed it out.
I: and so it was more expensive so you went to look online. So you remember the online
retailer you bought the charm from?
R: I got it from a retailer on eBay. Not a person but a store. I was not as familiar with
eBay. So I probably did not read the reviews. Now I know I should.
I: Do you buy from eBay often?
R: I just started back a couple of weeks ago and bought an ipad.
I: Did that work out?
R: Well I get it today.
I: so what made you think that you got a fake charm from the eBay retailer?
R: Usually Pandora, it has engravings on the back or below or somewhere. And it didn’t
have any. So I don’t even know if it was real silver.
I: So did it come in the right box? The original packaging?
R: Yes. It came with Pandora wrapping.
I: Do you remember how much it cost you to buy it?
R: Probably around $38. Something a little below $40.
I: Did you have to pay for shipping?
R: Yeah.
I: Did you have any kind of mixed emotions about going and buying the charm after
seeing it in the retailer?
R: Well online it goes faster. You can buy something in one or two clicks. And the only
thing is that you have to put all of your information in so they can trace you and they can
bombard you with emails even if you don’t want it. And sometimes you can opt out but
not all of the time. And in a retailer you can decide if you want to give them your
information so they can contact you. So If I’m really pleased with a retailer I might give
them my information to get flyers and coupons. And then I would expect to get the mail
from the retailer. But from the online retailer I didn’t necessarily want to give it to them.
I: So did you feel bad at all about going in the store and then buying online?
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R: I didn’t at that point, because I had a specific need and a goal in mind. Like I couldn’t
afford it in the store. But usually, and I know that I’ll go back there and buy other things
for myself that I don’t have to ship.
I: So you do purchase other things from them?
R: Yes but not a lot. Personally I’ve bought maybe 1 Pandora item there but I get other
items like candles.
I: Is there anything that the purple elephant could have done to encourage you to
purchase the item from the store rather than online?
R: Like an example could have been any bigger store probably would have offered me
some kind of shipping opportunity. And if that would have been available, if there would
have been an option to buy it for the same price but ship for free I probably would have
taken it because it would be more reliable, I know the brand, I know the store, I trust
them as people.
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Interview 2: Joan
Interview #2
Pseudonym: Joan
Age: 24
Gender: F
Interview Time: 7:12
Product category: Jewelry
Product: Watch
Retailer: Reid’s Jewelers
I: In general, why would you choose to shop at a specialty retailer?
R: Quality probably and also because I feel like I can trust the people working there.
Because when I think of a specialty retailer, I think of a small town store that maybe isn’t
a huge chain. And with them I feel like I can trust the people that own it and the
employees and I won’t have as many problems if I have to return it or if I need to know
about the product.
I: So when you say quality, do you mean the quality of the products that they carry?
R: Yeah. Yes. Yeah.
I: What do you think are some of the benefits of shopping at an actual retailer rather than
just shopping online?
R: Being able to touch the item. Trying it on. Being able to get a good grip on it. I mean I
like to…you know some things you buy online may look okay but it’s empty in the
middle.
I: So this particular retailer is a jewelry store in Columbus?
R: Reids jewelry
I: Can you describe your relationship with the retailer?
R: I’ve just been in once. So there’s really no relationship.
I: So you were looking for a watch?
R: Yes.
I: How involved would you say you are with watches or accessories?
R: I’m a watch fool. I’m a watch fanatic. So this watch is something that I’ve been…this
specific watch I have been everywhere looking for it, trying to figure out exactly which
one I wanted. I looked online and everywhere and then I found the one that I really liked
at reids and I tried it on and it almost made me want to cry. It was just so beautiful. And
then I found it online so I bought it online because it was so much cheaper.
I: So it’s a luminox watch?
R: Yes.
I: Describe it to me.
R: It’s a sport watch. It’s not digital. The element lasts forever. It never stops glowing;
you don’t have to charge it. It’s really cool.
I: Do you buy watches often?
R: As often as my funds will allow.
I: But you keep up?
R: Yeah I keep up with the styles and brands. I really love watches and this brand is
hands down the best in the world.
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I: Describe the situation in which you visited the retailer and then made your purchase
online. How did you find out about this brand?
R: I think a friend of mine had one and I became obsessed with it. ever since then I’d
been looking at them and I couldn’t decide if I wanted to spend the money on it. I’d look
at them and just want one.
I: So you found the styles online that you wanted to try on?
R: Yeah I tried on one of my friends and I liked hers and then I went online, because they
don’t just have one style. And I started looking online and venturing out to try them on
places.
I: So you went to other retailers?
R: Yeah but reids was the only store that had the one I wanted.
I: So when you went in the store was this something you were able to just try on or did
you have to ask for assistance?
R: I found it in the case and the salesperson had to come unlock it. They didn’t have to
tell me anything. I probably talked their ear off about it.
I: Do you remember how much it was in the store?
R: I want to say it was $350 in the store. But then I bought it online for almost half of the
price. But with that there’s a problem. You don’t get the luminox warranty.
I: Why did you decide to buy the product online? Just the price?
R: Yes.
I: Do you remember what online retailer you bought it from?
R: amazon. I don’t remember if it was amazon or a retailer selling through amazon but it
was amazon.
I: Do you shop on amazon often?
R: I do. I’m a prime member so I have free shipping.
I: Did you have any kind of mixed emotions about purchasing the items online after
shopping at the retailer?
R: yes but just because of the warranty. Because the warranty online didn’t cover the
element. So that worried me a little bit.
I: So if you had bought it from the retailer you would have had a warranty that covered
the element?
R: yeah I would. But that was about it.
I: Is there anything that the retailer could have done to encourage you to purchase from
them rather than buy online?
R: Given it to me for half the price?
I: The exact price you paid or just close
R: They could have gotten close to it. like $50 close to the price I paid online and I would
have bought it at the store to get the warranty.
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Interview 3: Frank
Interview #3
Pseudonym: Frank
Age: 24
Gender: M
Interview Time: 12:54
Product category: Golf Clubs
Product: Golf Club
Retailer: Pro Shop
I: In general, why would you choose to shop at a specialty retailer?
R: Because of typically prices and convenience as well as having it in stock.
I: Ok so having product in stock. And what do you mean by convenience?
R: Convenience wise I would say I would rather pay a little more for something if I
could have it right away by in comparison to having to pay less but get it a week later.
I: So do you ever go to the retailer just to look for products or do you generally know
what you’re going in looking for?
R: I generally know what I’m looking for.
I: So what factors might lead you in the door of a specialty retailer?
R: What factors might lead me in the door? Sales. But I would say if I’m going
shopping, or to a retail store, I’m expecting them to have what I’m looking for.
I: So product selection is important?
R: Yes. Wide variety, so on and so forth.
I: Is there anything that makes it different to shop at a specialty versus non specialty
retailer in your mind?
R: yeah I would say, especially depending on what I’m looking for, can I give an
example?
I: Go for it.
R: Ok for instance, golf. If I were to go into just a regular store selling sporting goods
then they probably won’t have what I’m looking for. And being left handed, most
sporting stores do not carry the same selection in left handed goods as right handed
because it’s just not as popular. And they do not carry the same type of quality products.
They’re usually … you know…downgraded a little bit. Not your top brands. When I
would be looking for top quality.
I: So what are the benefits to actually going into a specialty retailer versus just shopping
online (in general).
R: I think with a specialty store definitely having somebody who knows the product is
very beneficial, especially when it comes to quality. For instance, a different example,
outdoor stuff, something I’m not that familiar with, I wouldn’t want to buy that online
without talking to somebody about what I’m buying. So I would definitely say the
personal…the knowledge of the salespeople is very important.
I: And is there any difference in being able to actually pick up the golf clubs, if we’re
talking about golf.
R: Oh yeah definitely I would say so especially because there’s so much when it goes
into a golf club you have the grips, the weight of the shaft, type of club you’re looking
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for, whether its forged or cavity backed. Really the feel is everything. Especially when it
comes to golf. And you know ordering online, the only time I would ever order a club
online is if I’d seen it, felt it, but am looking to get a better price.
I: So let’s go to the particular retailer you’re thinking about in your particular situation.
Can you tell me about your relationship with that retailer (if you have one)? Do you go in
there a lot? Do they know who you are?
R: Oh yeah definitely. Yeah.
I: Do they know you by name? How well do they know you?
R: oh they know me very well. Very well. Oh yeah.
I: So you’ve bought things from them before?
R: Yes.
I: So you’re talking about a golf shop?
R: It’s a golf pro shop. In Covington. Yes I would…they…and probably the best thing
about them is that I’ve grown up playing golf at this country club. So I know them very
well they know me very well. I’ve bought stuff before from them. The problem with it
though is like any pro shop. They’re very limited on their selection. Um. And sometimes
they’re lazy when it comes to getting stuff in, which is one of the big reasons why I
would often decide to buy stuff online.
I: So you’ve mentioned this, that you like to play golf, and you’re wearing a golf hat
right now, but how involved would you say you are with golf and golf products? Is it a
main interest?
R: Wow yes. I mean growing up I played golf 7 days a week, I played all through high
school, I played one semester of college. When I was playing on a regular basis I knew
every product what was better than what. Now I’m a little out of it. But definitely at the
time I knew everything that was top notch.
I: Ok so let’s go to your particular situation you’re talking about. If you could lead me
through your decision to visit the specialty retailer all the way up to when you purchased
the product online.
R: Ok. Alright. So prime example. I was actually looking for a new sand wedge. And our
pro shop has them. Only problem is that they typically only carry right handed clubs. So I
went in, looked at them, it was the newest one that had come out, and being that it was
titleist, the reps would usually let them have demos. The problem was I could never hit
them because they were always right handed. And you know I would ask our pro if we
could order left handed ones, because I would much rather buy locally than at a big store
but it got to the point where it was just taking forever.
I: Why would you rather buy locally than at a big store?
R: To support them. Or just to support the community because for the golf course I
belong to the um…basically the pro. The pro in the pro shop, he has the rights to all of
the items sold in the pro shop. So it’s his inventory. So if he wanted to make money off
of it, he could keep stuff in stock. So I’d want to support him if I could. The community
and him.
I: ok. But in this particular instance you decided to buy online? So let’s go back to that.
So you wanted to see these sand wedges?
R: yes.
I: and were you able to assess the quality?
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R: oh yes definitely. I knew after I saw it. Being right handed I still knew what the
weight was going to be like, what the feel was going to be like, I just had to envision it
being left handed. So yeah from the moment I saw it in their shop that I wanted one. And
I’d had a previous model of that wedge, and mine was just worn down and I wanted a
new one. And they didn’t have the left handed version in stock. So I decided, well, you
know they don’t have it. It’s going to take them a while to get it, while I can go online
and get it a lot quicker and for a better price. So that’s why I turned to that.
I: so you chose to buy online for the time savings and cost savings? Do you have any idea
around how much the price savings were?
R: Oh I’d say not much. I’d say the club was probably around $109 and in the pro shop it
was probably $119.
I: Ok so pretty close.
R: pretty close yeah.
I: so do you think that if they had had it in stock that day then you would have just
bought it from the pro shop?
R: hands down. No question. It could have been more expensive and I would have
bought it. I saved $10 but if they would have had it in stock I mean even if it was $20
more I would have bought it from the pro shop. I wouldn’t say price was a big issue; it
was more the fact of convenience.
I: so you just wanted to get it quicker so you ordered online?
R: Yeah I just thought I could get it quicker
I: So do you have any kind of mixed emotions about this? About visiting the retailer and
then buying online?
R: No. I really don’t. Because the reason I say no is because if they wanted to get the
club for me they could have. And I feel that it was just kind of them being lazy.
I: So did you ask the store if they could order it for you?
R: Yes. And that’s another problem. I asked them multiple times to order it.
I: Oh so you gave them the chance to order it for you?
R: Oh yeah. Definitely. But I don’t know if it was the fact that they just forgot or if it
was laziness. But it just got to the point that where…no matter how much I would rather
buy from them I had to stop waiting for it.
I: So you bought it more because they failed than for price savings?
R: definitely. And I’ve bought from them multiple times and I’ve bought from online or
different stores for that same reason.
I: always because of poor service?
R: yeah it’s never been price. It’s much more about the poor service than anything else.
I: So is there anything that the pro shop could have done to encourage you to purchase
from them?
R: Yeah if they just would have gotten it for me. I mean I know it’s hard in golf when
there are so many different brands and there aren’t that many left handed golfers, I
understand that they’re not going to have it in stock in most retailers. Even Edwin watts.
They don’t always have left handed clubs in stock. Which is fine, but I felt like if they
would have taken a little more time out of their day then they could have made money off
of that. Because I was more than willing to buy from them.
I: Where did you purchase the club online?
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R: Edwin watts.
I: you got maybe a $10 price savings. Did you have to pay shipping?
R: I did and it probably came out to be the same as it would be in the pro shop. I might
even have spent more getting it online, just to the fact that I wanted it and I needed it and
I wasn’t going to get it from the pro shop. But yeah, typically I’d say I save a little bit
online
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Interview 4: Jean-Luc
Interview #4
Pseudonym: Jean- Luc
Age: 24
Gender: M
Interview Time: 16:26
Product category: Hobby Items
Product: Model Rocket Kit
Retailer: Hobby Shop
I: So I know you have your specific situation in mind, but let’s go broad. Why would
you, in general, choose to visit specialty retailers?
R: Because the advice that you get there is going to be more specialized, more
knowledgeable, and more readily available. I generally I’m going to get employees that
have expertise you won’t get from you know the minimum wage employees you would
find at say best buy or Wal-Mart.
I: In particular, why would you choose to actually visit a specialty retailer as opposed to
going online?
R: Honestly I go to the store if I have to decide between certain products or if there are
specifications that I usually can find online but don’t actually help me decide. Usually
I’m comparing different products that are substitutes.
I: So are you asking employees for advice about the differences? Or would you actually
want to see the products yourself and compare?
R: Advice comes into play. I usually I guess, in general, being able to hold the product.
To have a tactile response to actually use the product can help make the decision. But
usually for me it comes down to being able to get opinions but actually being able to see
the dimensions and understand the product in way that I can’t when I just see it online. So
usually I do research before I actually visit the retailer. And then I go to the retailer and
then ultimately go buy it online.
I: In the particular circumstance you’re thinking of, can you describe your relationship
with the retailer. For example, how often do you go? Do you have any kind of personal
connection to the owner or employee? How often have you visited this retailer?
R: Maybe half a dozen times over the past three years. So not very frequently. It’s
definitely specialty. They don’t sell goods that I need often. I’m not dedicated enough to
this hobby to need to go in there more than twice a year.
I: So no particular personal connection?
R: No. They seem to know their stuff. I recognize the people that work there. There are
only a couple of people. But they don’t know me.
I: Can you tell me the name of the retailer and product category?
R: I don’t know the name. It’s a hobby shop.
I: What do they carry?
R: They carry some small scale modeling equipment, engine components, and model
paint. It’s a small hobby shop in Tuscaloosa. It’s not a hobby lobby. No puzzles. It’s
more like if you need a very specialized tool you would go there.
I: So models like model cars and airplanes?
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R: Yeah. Not the ones that come in a box. Very specialized, high end modeling.
I: So what product where you looking for when you visited the store?
R: A model rocket.
I: How would you rate your involvement with that product category?
R: I’ve been building model rockets for about 10 years.
I: Is it something you do continually?
R: It’s nice. I do maybe 1 or 2 launches a year. So usually, depending, I have one in
progress even though I may not work on it every night.
I: Would you consider yourself an expert?
R: Not compared to some others. I have an amateur expertise.
I: Would you say you’re involved with the product category?
R: Yes.
I: What does that mean to you?
R: I know the different specifications for different models before they come out. I am
usually pretty well aware of some of the aerodynamic properties, but I am not to the point
where I can modify the engines. I don’t have the level of expertise where I can build
every individual component. Some I have to get prefabricated. Like engines or fuels. I
just have to buy those. I have a pretty high level of interest.
I: Going back to the specific situation you are considering. Can you walk me through
start to finish the decision to visit the retailer up to the decision to purchase the item
online?
R: I had learned through online means that a new rocket (a minotaur rocket) was coming
out. It’s a style of rocket. A high altitude rocket. So I learned that a new model was
coming out and I realized that I had a little bit of free time and I wouldn’t mind working
on a new rocket. I saw online that it was much cheaper than the previous models. It was
only $50 pre components. I thought that seemed a little odd for it to be so much cheaper
than previous models. I looked at the dimensions and they seemed right. I went to the
store like I normally do to see if they had any in stock. Of course they did since it was a
specialty retailer and that’s what they do. That’s one of the things they always have in
stock. I decided to go to that particular hobby store because it is the only one in close
proximity.
I: The store is in Tuscaloosa?
R: It’s about an hour and a half away. It’s the only one within a reasonable distance that
has the products I’m interested in. So I went there and I talked to the employees and
asked about the rocket. I wanted to find out the components I would need. And pretty
much I asked for information that I couldn’t find online. I knew some of the other stuff.
But in terms of what I needed to add for a certain level of performance I had to ask what I
could add and what it was capable of. Can I put a parachute in it or does it just blow up?
Is there a compartment for a parachute? Can I add a compartment for a parachute? Stuff
like that. Because it was so new it was not being discussed online in any of the forums.
So there wasn’t too much knowledge about it. Then I got to actually open the box and see
it and confirm the quality. And of course their price is more what I would have expected.
More like $200. So the fact that on amazon it was $50 was a little odd, but it was the
same one.
I: So you did not buy it in the store?
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R: No.
I: So you already knew the price online before you went in?
R: yeah.
I: You asked questions about components and you got to see the product.
R: Yeah, they didn’t have the model put together (because it was brand new) but I was
able to open the box and assess the quality of the materials like the grade of aluminum. I
could see the included components. I could see if it was pre-painted or able to be
painted. It was what I expected. Nothing different about the quality, just a different type
of model than what I had done before. I didn’t know the full investment before I went to
the store. You don’t just buy the one product, the kit and that’s it. You have to find out
about the base and base components and then determine what other components you
need. You don’t want to waste money on the wrong components.
I: Did you buy anything at the hobby shop that day?
R: I have, but not that day. Sometimes, if I’m looking for a paint. Some of the paints are
hard to get online and when you do get them online they’re really old and crusty. You
don’t actually get paint that’s been kept in a dry place. Sometimes it’s evaporated or
separated from the oil so you don’t get the same quality online. So I have bought paint
from them or a brush or two that I needed right away but usually I buy tools, equipment,
fuel, online.
I: So in this particular situation you bought the model at amazon?
R: Yeah
I: Tell me about your relationship with amazon.
R: I do a lot on amazon. They’re essentially my one stop shop. I don’t do a lot of price
shopping too much because it takes a lot of time especially for stuff like this and usually
amazon is better. Additionally I have the prime membership so I get shipping benefits
and I have the amazon rewards card which gives me three percent back so I do a lot of
shopping on amazon.
I: And so did you eventually buy the kit/rocket that was $200 at the specialty store for
$50 on amazon.
R: (laughs) yeah.
I: ok, so that’s a significant price savings.
R: That is yeah, and that’s unfortunately not that, well that was one of the most major
ones, but it’s not that uncommon. Those hobby shops, they just can’t… I don’t know how
it’s a sustainable model. Because, I mean when you look at it, they’re selling their
expertise, and when you can buy it….When they’re not charging for their expertise …I
can’t imagine I’m the only one who does this. But they’re passionate about it so I think
that they’re ok with being low profit. These people do models and remote control stuff.
I: So it was just the price that made you decide to purchase online?
R: Yeah. It was price.
I: Did you or do you have any or do you have any mixed emotions based on visiting the
retailer and then buying the rocket online?
R: No. It’s, I mean, I’m ….I’m… no. I’m a capitalist. I think it’s fair. I think they have
the right to charge whatever price they want and I think I have the right as a consumer to
shop and buy it from the retailer that I want. I hold no resentment toward them for their
price.
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I: Is there anything that the retailer could have done to encourage you to buy from them
rather than online?
R: At that big of a price difference I think it would be pretty difficult.
I: How much of a price difference do you think it would have had to be for you to buy it
in store? Hypothetically?
R: If there was…sometimes if there’s a timeliness aspect then that’s a big determining
factor. It would justify a higher cost for…but a long term, these models take months and
months to build…so when I start it’s not that big of a deal so it’s not a big deal to wait for
shipping. If there was a perhaps if they had some sort of support program…like if they
said “hey if you buy the kit from us then for every other accessories you get 20% off” so
when you’re coming to buy fuel or paint or brushes or anything like that then that…or, in
all honesty, if they. I don’t know maybe if they could offer classes so I could figure out
how to build components.
I: So do you think you’d do this again? Check things out in the store and then go buy
online?
R: Probably. Yeah this is a pretty elaborate rocket so it may take a while.

130

Interview 5: Lee
Interview #5
Pseudonym: Lee
Age: 25
Gender: F
Interview Time: 8:23
Product category: Sporting Goods
Product: ENO Hammock
Retailer: Buffalo Peak
I: In general, why would you choose to shop at a specialty retailer?
R: I browse a lot, so just to see what products are available, just curiosity to see what’s in
there.
I: What do you think are some benefits to shopping the specialty retailer than shopping
online?
R: I like to see the quality of certain products. Is that normal? Yeah sometimes I’ve
ordered things online and it’s been sketchy. It hasn’t been what I thought. So I’d rather be
able to see it and touch it in person. Yeah I want to pick things up and try them on.
I: The product category we’re looking at is hammocks, outdoor items. Would you
consider yourself to be involved with that product category?
R: Only specific things. Like I’m not into hiking or backpacking, but I like camping stuff.
That’s why I really like hammocks and stuff like that. It’s only a few items. But I really
like camping. I like to go as often as possible.
I: The particular retailer. Can you tell me about it?
R: Buffalo peak in Jackson. It’s pretty much camping stuff.
I: Do you go in there often; do you feel like you have any kind of a relationship with the
store?
R: They don’t know me in there or anything but I do try to go in there any time that I go
home because it’s in Jackson. I go in there mostly just to look around.
I: So if you can tell me about this particular situation. Tell me from what made you go
into the store up until you decided to purchase the hammock online.
R: Well I saw people using the hammocks at a musical festival a few years ago and I was
always kind of curious about them but I didn’t really know about the brand or anything
and so when I was in the store and I saw them I got really excited. But I was like “I don’t
want to buy this right now, they’re really expensive.” And then I just kept thinking about
it and decided I really wanted one so I decided I’d just go look on amazon. And so I went
and looked and it was a noticeable amount cheaper. So that’s when I decided to get it
online rather than go back to the store.
I: So did you have any idea how much cheaper it was online?
R: I’d say maybe $20. They’re maybe, depending on size and style, maybe $70-100 and I
spent $60 on one that would have been $80 or $90. So it was a noticeable amount
cheaper.
I: Did you have to pay shipping?
R: Yes, and I don’t remember how much shipping was but it really wasn’t bad.
I: So it wasn’t enough to make up the price difference?
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R: No it was maybe $5-10.
I: Was there a big lag between when you found the product and when you ordered it?
R: Yeah a couple of months. I’m pretty cheap so it takes me thinking about things for a
while before I decide I really want to buy it because I’m pretty cheap.
I: So is that the reason you decided to buy it online, the price?
R: yes.
I: So amazon. Can you describe your relationship with amazon? Do you order from them
often?
R: I used to. I’ve been tighter on money lately but I used to order from them often. I used
to order every week or two.
I: So did you have any kind of mixed emotions about shopping in the store and then
buying online?
R: Like did I feel bad?
I: Any emotions.
R: Well for some reason I feel rude whenever I go to any store and end up not buying
anything. But I don’t really care since none of them know me.
I: If they did know you do you think you’d care?
R: Yes probably. I’m really weird I feel so rude when I leave a store and I don’t get
anything.
I: Is there anything you think the retailer could have done to encourage you to purchase
from them rather than online?
R: Probably not, just because they carry a lot of expensive stuff so there’s not anything
that they could have thrown in with it. I mean maybe if they put it on sale.
I: Do you think the sale would have had to match amazon’s price exactly?
R: It could be closer, but $20 was a big difference so I don’t see that store coming off the
price that much.
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Interview 6: Carrie
Interview #6
Pseudonym: Carrie
Age: 28
Gender: F
Interview Time: 9:54
Product category: Sporting Goods
Product: Softball Bat
Retailer: Kurt Smiths Sporting Goods
I: What would make you choose to shop at a specialty retailer?
R: I like to get the feel of certain equipment. Make sure that… I went to Kurt smiths for
tennis equipment and bats. I wanted to make sure that I liked the weight and the feel of
them. But then I would go online and if I found something for a better price I would go
on and purchase it.
I: So you went in mainly to examine the products? Did you ever talk to the employees?
R: Actually, I didn’t usually talk to the employees because I knew what I was looking for
most of the time.
I: So what would you consider to be some of the benefits of actually going into a
specialty retailer versus shopping online?
R: You get a better understanding, especially for equipment, as to how it’s going to feel.
Sometimes they’ll even let you go to a batting cage inside the store and try it out. So
that’s really nice. And then you feel even worse when you don’t shop there.
I: Why would you feel bad?
R: Because you’ve made a connection and they’ve been very helpful and I mean, it’s
their livelihood, but you’re going to go kind of behind their back and get it at a better
buy.
I: So the particular retailer, did you visit them a lot? Did you have any kind of
relationship with them?
R: I did. My dad actually knew the owner. He went to the same store when he was a kid
before you know. So yes. And it catered to a lot of the high schools in the area. So it did a
good business getting equipment to high schools. You know t shirts and other things to
the high schools.
I: So would the employees recognize you?
R: Not by myself, but as my dad’s daughter or if he was with me. They probably knew
that I was his daughter.
I: So when you were shopping with this retailer, how involved would you say you were
with the product category?
R: Well, because in the summer I played about 3 softball games during the week and then
up to like 4 to 12 on the weekend depending on your bracket. So my equipment was very
important to me and I was always looking for new things. If something got torn or ruined
you always wanted to get the best. It was pretty important to me.
I: So can you describe one situation where you went into the store, checked something
out, and then bought it online.
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R: So it was the start of softball season. I had two bats that I really liked and one got
dented so it was pretty much ruined. And if umpires check your bats and they see that it’s
dented then they won’t let you use it. They don’t like dented bats because they’re afraid
that they’ll shatter. You know it’s a safety issue. So I was looking for a new bat. I knew
what brands I was going to look for like Easton, tps, all these brands. And then it came
down to how well it felt and how well it hit the ball. Because most of the time I would go
in the batting cage at kurt smith and see how it would work there.
I: So you needed a new bat and you went to the store…
R:yes I went to the store, found a few that I liked, tried them out in the batting case, and
then you know… at first when I was in that situation I didn’t do a lot on the internet so I
would just buy them in the store
I: So you did buy a lot of them in the store?
R: Yes. We bought a lot. But when I got more into going online I’d go in the store and
then look online and then usually I would find a better price online. But sometimes I
would still buy from Kurt smiths.
I: So in this situation you tried out the bats you liked, made a decision as to the one you
wanted and then you went online?
R: yes.
I: do you remember how long it was between you picking out the one you wanted and
then going online?
R: sometimes it was just hours later. Yeah and sometimes I had done enough research
beforehand that I knew the prices or if it was a reasonable price in the store
I: Do you happen to remember the savings from going online?
R: Yeah. For softball equipment I could save as much as 20% but for tennis racquets I
could save as much as 50%.
I: So was it just price that made you decide to purchase the item online?
R: yes.
I: Do you remember the online retailer?
R: no
I: So no connection to a particular online retailer?
R: no I’d just search for the best price.
I: Did you have to pay shipping?
R: I would always factor that in to the online price to see if it was still cheaper.
I: Did you have any kind of mixed emotions about going to the retailer and then
purchasing the items online?
R: Yes. Especially because of my dad and hiss connection. He loved Kurt smiths. But we
were always trying to save money. So we would go for the best price. But I think we
always felt bad. We felt like we were kind of cheating them a little bit. Because we would
be like “yeah this is a great bat” and he would be ready to ring it up and then you didn’t
want to make that decision until you knew it was the best price.
I: So maybe a little bit of guilt?
R: yeah.
I: so do you think the retailer could have done anything to encourage you to purchase the
product from them rather than online?
134

R: They were really good with their customers. They were great with their customers.
They were really nice people. So from that end you always wanted to do business with
them. And sometimes they would have very good sales. But the sales would never
coincide with the season you needed. So you would have to get things off season. So you
would have a bat or glove that would break in season and it just wouldn’t be the best deal
to buy from them.
I: So do you think in your particular situation, if they had come closer to the price would
you have bought it from them or would they have had to match the online price exactly?
R: I think if they had gotten closer to the online price wouldn’t have had any problem
buying from them. And because they were so nice and you wanted to support them then
you would definitely pay a little more to shop with them.
I: Do you think you would do the same thing now in the same situation?
R: Yeah I think I would. But if money wasn’t as big of a concern then I would want to
support small business.
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Interview 7: Raul
Interview #7
Pseudonym: Raul
Age: 28
Gender: M
Interview Time: 12:51
Product category: Musical Instrument
Product: Guitar accessories
Retailer: Small Music Shop
I: In general, not particularly your specific situation, why would you choose to shop at a
specialty retailer?
R: Um. Well in this particular case it was the, one of the few, music shops in the area.
Um. Within 30 minutes driving that carried guitars and stuff that I was interested in.
So…um that was the main reason for going there. I was. Well I still am into music and
guitars and everything but I just don’t have as much time for it anymore. But back then I
was really into it more so …so I would visit there a lot just to kind of check out different
models and things like that and try them out because that’s one advantage over the online
shopping is that you can’t really try it out online. So. That was the main reason for me.
I: It was the product selection and being able to try out the different products?
R: Right exactly.
I: Ok. What do consider to be the benefits of shopping at a specialty retailer versus just
shopping online? You’ve mentioned the ability to try out the products.
R: Yeah exactly. Shopping online you really have to rely on the reviewers and you don’t
know how reliable those people are. Um. I mean it’s kind of a crapshoot really. So if you
go and try it out yourself you can really get a feel for a particular guitar. I mean
especially with guitars. People have different opinions about what they like or what kind
of music they want to play I mean it’s really all over the map really so you have to kind
of go try it out yourself and make sure that the guitar…the feel is good and you know it
has the right sound for whatever you want to do. Um. So I think especially in that
particular area shopping in a specialty store has a lot of advantages over online.
I: So for this particular retailer. You said it’s relatively close to where you were from in
Louisiana, but if you can tell me a little about your relationship with the retailer. Like
how often you went. Did any of the employees know who you were? That kind of thing.
R: Yeah. A couple of them knew who I was. There were some who would come and go
but there were a couple of guys there that essentially ran the place so I would see them
pretty much every time that I went so they kind of got to know my purchasing habits.
They pretty much knew the type of guitar strings that I liked and and like they knew the
types of things I was interested in so…umm…yeah that was another advantage of going
to the retailer for sure.
I: So they would like recommend certain products that you might like?
R: Yeah yeah there were times that I would go in there and they’d be like “hey do you
mind you know maybe trying this out? You might like it” or whatever. So they would
kind of ask my opinion on some things too.
I: Did they ever give you a discount to try out anything?
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R: Um yeah. They did that one time with a pack of guitar strings. It was a new brand of
strings and they were like “hey do you mind trying these out? We want to see if they’re
any good”. So that was kind of cool. Yeah.
I: So you’ve already alluded to this, but how involved would you consider yourself to be
with the product category?
R: Pretty highly involved. Like I said, I haven’t had enough time to really do anything
with it lately, but from the time when I was about 12 until you know moving here it was a
pretty big hobby of mine. So yeah I was pretty involved. I spent a lot of time looking at
guitars and playing and everything like that.
I: Were you in a band?
R: Not in a band. It was something I would do on the side, with my friends and brother.
And at church and other events.
I: Were you ever paid to play?
R: No. most of it was volunteer. I don’t think I ever had any paying gigs. And when I was
undergrad I would do open mic nights and stuff.
I: So pretty important to you?
R: Yeah.
I: So you were pretty up to date on things like new products coming out?
R: Oh yeah definitely. Even as recently as maybe a year before I came here I was still
buying new equipment so yeah I was keeping up with it.
I: Let’s go to your specific situation. If you could describe for me the steps from your
decision to visit the retailer up to when you made your online purchase.
R: Ok. I would go to the retailer and be able to try out things and get a feel for that, but
the retailer was almost always more expensive than something I could find online,
especially with music equipment, it’s really popular on eBay so it’s not even purchasing
straight from the manufacturer. Lots of stuff you can get great deals on secondhand
equipment and it’s still in good condition and it still works. And with guitars it might
even be better to buy a vintage guitar or something and you can do that through eBay. So
that would be one avenue. So I would go to the retailer, try something out, check out the
price, and if I could find it way cheaper online then I would probably go the online route.
If it was only a little bit cheaper I would kind of feel bad about that because I’m visiting
them, they know me, they let me try things out for them. So I would try to remain as loyal
as I could to them but in some cases if it was like $100 cheaper or something like that, I
mean I was a college student. I only got so many dollars.
I: What do you consider to be “ a lot cheaper”?
R: Yeah if it was just like $20 cheaper I would just stick with the retailer.
I: Because we’re talking about hundreds of dollars here right?
R: Yeah it could get pricey, especially as you get toward the higher end guitars and stuff.
And the stuff that I was playing back then wasn’t anything major. It would maybe be a
$200-$300 guitar and some of the different equipment that goes with it, like amps and
stuff, um. That could maybe go between $200-$1000 depending on what you’re getting.
Um but yeah so if I’m looking at getting something that’s $200 but I can get it for $100
online then that’s a pretty big difference. So you know for stuff like that I would probably
choose online rather than the specialty shop.
I: So price is what led you to purchase online?
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R: yeah
I: If you could describe one of the online retailers that you’ve purchased the products
from after seeing them in store.
R: Yeah there’s one website that I would go to a lot. Almost as much as the specialty
store. It’s called musician’s friend. And they have a lot of good deals on a lot of the same
stuff that you would get at the specialty shop. So a lot of times I would go there and kind
of check out their prices and compare to what was on musician’s friend and kind of see
the differences there. But I would also use musician’s friend as sort of … as a way to
keep up with what’s out there. Because the specialty shop, they didn’t carry everything. I
mean it was a pretty small store. So that would kind of inform me as to what was out
there then I could kind of pick their brains about what they thought about it or if they
could get it. So that was the main website that I would go to.
I: Pick the retailer’s brains and ask if they could order it?
R: Yeah. So that was the main one I would go to.
I: So you went to the website pretty often?
R: yeah I would visit pretty regularly. That and ebay. But not ebay as much.
I: What was shipping like from musicians friend? I can imagine shipping a guitar would
be pretty expensive.
R: Yeah. The advantage with them though is that I think it was like over $100 or $200 the
shipping was free. So that was a big difference. Now you did have the lag time of
ordering something and then waiting a week for it to come in versus the instant
gratification. Especially if you’ve just gone into the shop and played a guitar and you’re
like “aw man this is awesome”. I mean you don’t want to wait for that. So yeah the
shipping wasn’t as big of a deal, but if you ordered under whatever that limit was it could
get kind of pricey. I mean you’re looking at maybe $20 shipping for certain things.
I: So did you ever have any kind of mixed emotions about doing that? About going into
the store and then buying online?
R: Uh. Yeah yeah. I would, I mean I would feel bad doing that. Especially, you know if it
was something I was looking at for a long and time and then all of a sudden there’s a
good deal online and then I didn’t buy it from the specialty shop. You know I would kind
of feel bad about that a little bit. Because they know me and they see me pretty regularly
so yeah, but I mean they would understand if there was something that they couldn’t go
down that low on the price I mean that happens. But I gave them enough business that I
didn’t feel that bad about it but I would still feel bad if I went and got a particular thing
online.
I: So what do you think they could have done to encourage you to purchase in store?
R: Yeah if they could have drop shipping that would have been nice to offer. They didn’t
offer any kind of a price matching or anything like that but if they could have offered a
different discount, that could have helped. One thing they did do from time to time was
send out these coupons like if you come in this weekend its 20% off all items. So that’s
one thing I would utilize. If they would send it out I would compare what the price was in
the store with the coupon to what was online. And a lot of times it was a better deal going
to the store so. So they did do that. That was a good feature. That was the main thing they
could do. Offer those coupons.
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Interview 8: Sharma
Interview #8
Pseudonym: Sharma
Age: 29
Gender: M
Interview Time: 18:20
Product category: Mobile Accessories
Product: Cell Phone Case
Retailer: Electronics Retailer
I: In general, why would you go to a specialty retailer?
R: Especially to feel the product. I just want to get a sense of the product because when I
buy online I’m not sure whether I can get the kind of product I’m looking for, so I usually
go to the store and take the product and get a feel of it and most of the time I check the
price as well and then I go online and get it.
I: So that’s the main benefit to shopping in the store rather than online, just that you can
actually feel the product?
R: Yes.
I: So with this particular specialty retailer that you have in mind, do you have any kind
of relationship with them? Do you visit them often? Do they know you?
R: Not really. They know me as a customer because they have seen me a couple of times.
So maybe they know a little bit about me as a customer but they probably don’t know me
personally.
I: If you walked in would they recognize you?
R: Yes, some of the employees that work there would.
I: How often do you think you visit this retailer?
R: Maybe twice a week.
I: So what is the retailer?
R: I don’t remember the name. They have electronic items. I went there when I lived in
North Carolina.
I: So you were shopping for what kind of products in the situation that you’re
remembering?
R: I was shopping for electronic products, a charger, a battery, for a cell phone.
I: How involved would you consider yourself to be with the electronic cell phone items?
How important are they to you?
R: It is…for me especially I am more of a gadget freak…so I usually get more than 2 or
three chargers I don’t know why. When I go to some friends’ house who I visit regularly
I usually want to leave a charger at their house. So if I get chargers cheaper I will buy
more. So I care a lot about these products and I get very involved. If they come in
different colors I will get them.
I: So let’s talk about one particular situation in which you went to the retailer and then
made the decision to purchase online. Just describe it from why you went to the store all
the way up to making the purchase.
R: Yeah it was um…I had a phone at the point of time that was an xtc hero and I wanted
to get a case for it. I already had one case but one case with me…but it was working fine
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but I just wanted to see the new colors. I just went to look at the cases. But I wasn’t sure
about the price3 because they usually charge higher than online. So I actually took a
picture of the case and then went to ebay and looked at the product online. Because when
I looked at the case in the store it had a good quality and but the price was a little higher
so I decided to get it on ebay.
I: So you bought it off ebay? Was price the deciding factor to go online?
R: Yes. I usually I have realized that in the small shops like that they usually charge 5 or
6 bucks more than online
I: Do you remember how much you saved on the case?
R: Not sure but I think it was probably 5 or 6 bucks.
I: Did you have to pay shipping?
R: No I did not. Usually what happens is that on ebay they have free shipping so I usually
use ebay. But if I have to buy something expensive I use amazon. That’s how I choose.
I: So we’re talking about ebay. Do you go to ebay a lot?
R:I do.
I: To compare prices?
R: Yeah and I also sell products. So I’m a frequent buyer and seller.
I: Did you check prices anywhere else online or did you go straight to ebay?
R: Sometimes I google it as well. Just for the price and google will show lowest prices.
I: Did you have any kind of mixed emotions about doing that? About going to the store to
check out the case and then buying it online?
R: Um…yeah… I mean I...ok this is what happened. I didn’t know that like it was kind of
unethical in some sense…because it’s I mean I read that it was unethical to do that…to
go to the store and do that kind of stuff and then buy somewhere else. That’s what
happened to me when I was looking for gloves and I actually went to the store and looked
at the gloves and I like them but they were charging $44 bucks or something and I was
like holy crap I’m not buying them here. But that same day I was buying that item I read
an article saying that it was unethical to do that.
I: Well it’s a matter of opinion
R: And then I thought about it and so you know at first I was excited about it, about
getting a good price, but now I feel a little bit of guilt. I feel like I’m not doing the right
thing going to the shop and getting a feel of it
I: But you’ve bought other things from the shop?
R: Yeah.
I: So you sometimes bought from the store?
R: Yeah if there was something I needed right away I would get it from there. So I do buy
those kinds of things. So in the past I was happy and excited and I felt smarter to get the
good price. But after reading that article I felt some guilt as well.
I: Is there anything that the store could have done to make you purchase your case from
the retailer rather than online?
R: Yes probably the price.
I: How close? What if the price was not quite as low as ebay but somewhere in between?
R: I’m really ready to pay anything like 2 or 3 dollars more than ebay. For example, I was
at a bookstore nearby the campus and they sell the secondhand books and they usually
charge me the same price as online or close to even if its 2 or 3 bucks more than amazon
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or ebay I’ll pay it. But for the case, if it’s 7 or 8 bucks more then I don’t pay that. It’s
really more about...I feel that I am being cheated. I feel like if I’m smart enough then I
should go online and get it. Why should I be paying like 5 or 6 or 7 or 8 bucks more than
online? That’s how I usually compare things. But again if it’s only 2 bucks more I’d
rather just get it from the store
I: So if you were in the situation again do you think you’d do the same thing? Go buy the
case on ebay?
R: Yeah probably. And the other thing is, many times I realize that I can get a variety of
items on ebay. So if I’m ordering one case I can get it in other colors as well. But usually
I’m like very specific. If I want green and I see green in the store then I buy green. I don’t
change my mind like that. So that happens often times to me so I usually buy the exact
same thing I saw in the store. Because you know in the past when I would different colors
than what I saw in the store then the other colors would not match with my expectations
with what I saw in the store. So I usually get the same things. But price is the major
factor.
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Interview 9: Cameron
Interview #9
Pseudonym: Cameron
Age: 29
Gender: M
Interview Time: 10:54
Product category: Hobby Items
Product: Board Games
Retailer: Hobby Shop
I: First, in general, why would you go to a specialty retailer?
R: Because it’s easy to find the specific product that you’re looking for you could find
people that know a lot about that product because they specialize in it obviously so they
either test that product or they have had experience with it that they can give you a good
description of what it’s about.
I: What do you think might be some of the benefits of actually walking into a retailer
versus just shopping online?
R: Obviously touch. Tactile feedback. You can actually if they have something open
you can play with it or if you can look at the box itself and read it and see how it feels or
mainly just touching and being able to have the one on one feedback with someone else
there. Like an employee. Just them telling you more about a specific product. I know you
can generally chat online but it’s not the same as face to face.
I: So in your particular situation. We’re talking about a specialty board games retailer in
Utah? Did you feel like you had any kind of relationship with that retailer? Did you go
frequently? DI you know anyone who worked there?
R: I didn’t know anyone who worked there but every week they offered the ability to go
and just play a board game of your choice to sit down. They had board game night so you
could go test out new board games or it was a good way to rent board games. You’d pay
a tenth of the price and then if you liked the board game you could apply your rental price
toward the purchase of the board game.
I: How long was a rental?
R: 5 days I believe. And if you didn’t like the board game you rented you could still
apply the money toward a different board game.
I: So if you went for the game nights did the employees recognize you or were there a lot
of people there?
R: Um. I wasn’t able to go as frequently as I would have liked so I don’t think they
would recognize me. Um. I’m sure if I had…part of the problem was getting friends to go
with me…because I didn’t want to go just to hang out with strange people and play board
games. So that was the problem. I wanted to have my close friends come so we’d go
occasionally when I could find some friends to go with me.
I: How involved would you say you are with this product category? How interested are
you in board games?
R: It is my hobby. One of my hobbies. It’s the…I have collected over 80 board games so
far. I love to play and try new games. I love to have people try them and say wow that’s
an awesome game. That would verify that I purchased a good board game. So.
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I: So pretty highly involved. Ok so let’s go to your particular situation. If you could kind
of walk me through from what led you to the store to what led you to purchase online.
R: I went to the store because it specializes. That’s the reason.
I: So were you looking for something new?
R: Yeah it’s not like just that they have typical games at Wal-Mart or target or wherever
you go shopping. They have board games that people have never even heard the name of
and so since it’s a specialty store I can go in and find “hey this sounds interesting” and I
can test it out and see if I like it and then I can, after I’ve found that out I can price shop
and search online, see if I can find the best, whether it’s eBay or amazon or any other
online retailer and sometimes I just add it to my wish list in amazon. Which I get emails
periodically when board games drop in price and I wait for the drop in price to get a good
price and then I purchase it.
I: So did you ever actually buy anything from the specialty store?
R: Uh I think a couple of times. But that was earlier on when I was starting to get more
into the board games and then I found I can get better deals online sometimes.
I: So it’s the price that leads you to buy online?
R: Yeah price.
I: Generally how much of a price discount could you expect to get online?
R: It has ranged from 20% to almost 80% in some cases. Just because by like during
Christmas holidays if you hit it just right they can discount board games dramatically.
I: So you’re not necessarily walking into the store, seeing the game and then
immediately purchasing it online? You’re going to wait and watch prices
R: Right either that or if I see the game at my friend’s house I’ll just add it to my wish
list. It’s not like I need that board game right now. I just I know that I like it and so I wait
until it gets to a reasonable price
I: What online retailer do you most often buy from in this situation when you would first
go into the store?
R: It has changed over time. Earlier it was eBay. But eBay is not a good place to shop
anymore, at least in my personal opinion. Because it’s just so many people are on there
that the competition is too high and you don’t get good deals. Now it’s amazon for the
most part. Because amazon’s not just amazon itself, it’s a bunch of other stores selling
their products on amazon. So you’re getting the cheapest from various different stores.
I: How often do you think you shop with amazon?
R: At least once a week.
I: Do you have prime? Free shipping?
R: Yeah I mean as a student it makes sense to pay $35 a year and get free shipping two
day shipping and I get to watch amazon instant videos and whatever.
I: Do you think if you had to pay for shipping that that would influence your decision to
buy online as much?
R: yeah definitely because shipping… paying for shipping ruins the discount. And oh
another benefit is there’s no tax with amazon. That’s not always true, but it’s true where
we live.
I: Do you ever have any kind of mixed emotions about doing that? About going into a
retailer and then purchasing the product online?
R: Do I feel bad?
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I: Any kind of emotions, good, bad, ugly, whatever.
R: No because I don’t owe them anything. It’s just I’m getting what’s best for us. What’s
the best price to satisfy my hobby you know. I mean occasionally the specialized retailer,
they will have the better price, and that’s when I will buy it from them. But that’s
occasionally so it’s not like I’m totally ripping them off.
I: So it’s mostly just price? You’re just always looking for the best price?
R: Yeah. Because I can be I mean obviously I want a quality board game. I won’t just
buy a cheaper board game because it’s cheap.
I: Is there anything that the retailer could do to encourage you to purchase from them
rather than online?
R: I think their model of renting to buy is a really good model and I think they do get a
lot of sales that way. It’s really a brilliant model. I just…partly why it might not have
worked for me is that sometimes they send out coupons where you can rent a board game
for free. I’ve done it that way so I don’t feel obligated to purchase the board game to get
that discount. I mean I know many people that would use that money to get a board
game to it’s a brilliant way to get business. But as far as what else could they do? I don’t
know.
I: Let’s talk about price. So you said that it could be as little as a 20% discount or as
much as an 80% discount online. What if you could find a 20% discount online but a
10% discount in store? Would that make you consider buying the game from the retailer?
R: Because time isn’t an issue I’m always going to wait and look for the lowest price. It
also depends on my situation right now. If I’m so excited about the board game I might
get it. But a lot of times it’s about what kind of special holiday or special event that we
could get it for. We could get it for Christmas or a birthday, it’s not like I’m just buying
board games for random days. They’re usually tied to some specific event.
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Interview 10: Nicole
Interview #10
Pseudonym: Nicole
Age: 31
Gender: F
Interview Time: 14:27
Product category: Mobile Accessories
Product: Cell Phone Case
Retailer: Small Mobile Accessories Shop
I: In general, why would you choose to shop at a specialty retailer?
R: In general I choose to because they have things that big box stores don’t have. Like
I’m looking for unique items or specialty items, things that I can’t find at big box
retailers?
I: What do you think the benefits are for actually going to the retailer versus shopping
online?
R: I have a small amount of appreciation for shopping at small businesses. I also love
going into small shops where people talk to you. I was in Wichita over Christmas and I
became best friends with this store owner. We just chatted and chatted and chatted. And
the more we chatted the more I bought.
I: What kind of store was it?
R: It was like a girly hipster odds and ends store. Like they had drink mixes and scarves
and soaps. Very bohemian. And we clicked and we had a lot in common. I like having a
face and I like knowing that she personally benefits from my sale. She’s earning her
money by developing a relationship with me. And I like that. There’s a retailer here in
town, they don’t have the cheapest product and they have three competitors in town, but I
was standing in line with them to wait to vote in the 2008 election and started chatting
about their business so now I go there whenever I need to buy certain products. So I like
specialty retailers because they develop relationships with their customers.
I: So the retailer that you’re talking about in your specific situation…is that a retailer that
you have any kind of relationship? Is it a store you visit often?
R: The place I have in mind? No. I just happened to be by there. And they were very
friendly and very nice, but it was the first time I’d even been there.
I: How involved would you consider yourself to be with this product category (cell phone
accessories)?
R: Yeah I would say I’m ridiculously obsessed.
I: Why would you say that?
R: Because I want the perfect case for my phone. Because I drop my phone all of the
time. When I got my phone I didn’t like the case and then it ended up stretching out and I
didn’t like it. So I wanted a new case but I didn’t just want to buy just anything. Cell
phone cases can be thirty bucks a pop. And I have a galaxy phone and they’re not as
ubiquitous as the iphone when it comes to cases despite the fact that they sell more than
Iphones. And so I wanted a new case so I spent tons of time online researching cases.
I’ve probably seen every case that’s ever been made. I wsa looking at prices, looking at
quality, reading reviews. I’m very invested beyond the worth of the case. But it’s a one of
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a kind. (shows me the phone) You can see it’s actually two cases. Three things put
together actually.
I: Let’s go from what led you to the retailer and then all the way up to when you made
your purchase online.
R: I’ve been looking for cases and basically anytime I went anywhere I would look at
them. If I was by a best buy I would look there. If I was at at&t I would look there. I’ve
been into sprint. I’ve been into Verizon. I’ve been everywhere to see what they have
because different retailers have different things. I had gone to a concert and so we went to
that big fancy mall in Birmingham. The Galleria. We were shopping there and hanging
out and there was a store. And I was like “ ohmigosh they have so many phone
accessories, I have to go in” and they had a great selection. And they’re the only retailer
I’ve ever seen that carries this case (indicates cell phone). I’d seen it online but I’d never
seen it in person. And I wasn’t sure I’d like the blue color. Because the iphone color is a
different color. So they were the first retailer that I’d been to that had it. And after I saw it
I knew it was definitely the case I wanted. And I looked at it and they wanted $50. And I
was like “that’s a lot of money.”
I: So did you already know how much the case cost online before you saw it in the store?
R: I had been online so I knew how much it cost on amazon. But I wasn’t going to buy it
sight unseen. I was undecided until I saw it in the store. And I really wanted it in the
moment. But I knew I didn’t want to spend $50. I also looked at a couple of other cases
that I hadn’t seen before in there too. The employees were showing them to me and
telling me about them and telling me about what people bring back. They gave me a lot
of information. I totally exploited them for information. And they were very nice. And I
made my friend I was shopping with look at the case. We agreed it was a nice color. And
I decided to go home and buy it. I may have actually pulled it up on my phone right then
and there. Yeah I went into another store and looked it up on my phone just to check the
price. Because if it had only been $5cheaper online then I would have bought it at the
store there in the mall. But for $20 less online I just couldn’t justify buying it in the store.
I: So did you buy the case from amazon?
R: yeah.
I: Can you describe your relationship with amazon
R: Yeah I have a hot and heavy relationship with amazon. I’ve been purchasing from
them for 13 years. Amazon has always been fantastic for me. I always get great customer
service. If something goes wrong then amazon will fix it. I have a really, really good
relationship with them I really like them. I will go to them first. I would say I would even
spend a few dollars more to buy from amazon than another website. Because I know
amazon’s reputation. I have a history with them.
I: So do you shop with them because you can get things cheaper than in a physical store?
R: Often yes. It used to be definitely yes. I feel like brick and mortars have dropped their
prices to compete and amazon has raised their prices a little because it can. There’s also
that whole, amazon changes its prices every day. This case I also watched it, I watched
the price change. It fluctuated. Ok so when I checked the price at the mall I still didn’t
buy it right then. I watched the prices and the price went up and then after Christmas the
price went back down so I bought it then.
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I: So if you had needed the case that day do you think you would have bought it at the
store or waited to get it from amazon.
R: If I really needed it I would have just bought it. I will not let my phone go naked.
Because I drop it. So it needs a case. So had I not had a case and …well I probably would
have bought a cheaper case. Just something to get me by. I’m pretty price conscious.
I: Do you have any kind of mixed emotions about purchasing the product online after
visiting the retailer?
R: In this case? Not a ton. I think that has to do with the nature of their business perhaps.
Because they were actually a store. They were not a kiosk. They were a store. And a lot
of times cell phone accessories are sold at kiosks. And I think that those kinds of places
get scheister reputations. And so I associate some of that probably with this little retailer.
Even though they were not just an accessory retailer, they also replaced broken screens
and batteries and things like that. So they were definitely a true retailer trying to establish
a business rather than somebody who is just running a kiosk in the middle of the mall.
But I think because they fit in that category I probably don’t feel as much guilt or selfconsciousness as I would in other situations. I mean I still would not check the price
online in front of them. But you know if I’m in a specialty retail shop that sells
handmade things, you know you can find the same things in a lot of places, it doesn’t
make them unique. It might be a little different from store to store but there’s not enough
difference. Like I’m notorious for going online and seeing things and then going home
and making them myself. When I’m in a specialty retailer where I feel that they’ve
invested a lot of time and their energies in the products I feel that it’s part of their
identity, I’m less likely to do that (to go online), because I feel like it’s insulting. When
it’s a cell phone retailer, I don’t see it as a part of their identity; I see it as part of a
business to them. They’re probably not offended if I go and buy this case somewhere
else. They’d like to have my sale but they’re probably not going to feel rejected I guess.
I: Why do you think you wouldn’t have pulled out your phone in the store?
R: Because my momma taught me manners.
I: Why do you think that’s not good manners?
R: (long pause) In retail, if someone is in front of you…it would be like I was shopping
at sears, they work on commission in appliances, and someone helped me and then one of
his coworkers walked up and rang up the sale. You put in all of the work and then you
watch someone else get the rewards. But I think it’s insulting to an individual if you
invest your time and energy and then they blatantly turn around and buy it from someone
else. Because it’s the American way? I don’t know. If you’re going to screw somebody
over, do it behind their back.
I: Is there anything that the cell phone store could have done to encourage you to
purchase the case from them rather than online?
R: Drop the price. It was totally price seeking behavior.
I: And you’ve mentioned that they would not have had to match the price exactly….
R: Yeah they would just have to get closer. I would say that matching the price plus
whatever dollar amount I would add to the convenience of having it right in my hands
rather than waiting for it from online. So whatever that convenience fee is. Maybe $5-7.
So it could have been $5 more than online and I would have bought it from the store to
have it that day.
147

Interview 11: Sheri
Interview #11
Pseudonym: Sheri
Age: 33
Gender: F
Interview Time: 21:09
Product category: Styling Products
Product: Davenesse Shampoo and Conditioner
Retailer: Luxe salon.
I: So, why would you choose to shop at a specialty retailer in general?
R: Probably because the product is important to me...I guess I have some level of
involvement there…it’s not just toothpaste, it’s something that is either more expensive
or that I’m much more interested in. So I would say high involvement and typically
because I don’t know enough…like I’m interested in it, but I don’t completely know
enough about it or maybe I don’t know the new latest and greatest stuff. So I assume that
the people there will know the latest information. So I can ask them and they will give me
the latest information or the best information or the most unbiased opinion about the
quality of the products.
I: So what would you consider to be benefits of shopping at a physical specialty retailer
versus shopping online?
R: There’s probably some trial ability, like with Melissa’s place, if I ask a question about
a product before she finishes my hair she’ll use that product and show me how to use it
like on my hair. So I would try it. Or like… they yeah…trial ability and then there’s….
even though you can read all these customer reviews online (and I’m big on reading
reviews online) but again that’s not a person that I know or that I can see so there’s a
little bit of doubt as to who is actually posting that and do they have some kind of stake in
the product that they are posting about for whatever reason. So if I can see the person or
if I know the person I feel like they are less….I trust them more that they are being non
biased.
I: Right, so you are getting non-biased information
R: Yeah, and I feel like again they should have some kind of expertise that I don’t have.
I: So in your particular situation that you have in mind, can you talk about your
relationship with the retailer. Like how often do you visit, do you know the employees
personally? Etc.
R: I visit fairly regularly
I: How long have you been visiting that retailer?
R: 8 years…mmm…no. 10 years. I’ve stayed with this store because they always seem to
have the latest and greatest product. Like I had chi oil (oil to protect your hair from
flatiron heat) before anybody else did. And then by the time everybody was using chi oil,
we (the retail owner and I) had moved on to something else). And so I was using a chi
flatiron because Melissa told me about it, so I was using it before it became popular. I
always felt like I was one step ahead because I was getting the information from
like…because Melissa.. Because it’s what she knows, she’s an expert. So I always felt
like I had the latest and greatest information.
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I: So you have a pretty close relationship with the retail store owner?
R: (laughs) Yeah the last time I called to book an appointment we talked for 30 minutes.
So yeah I consider her to be my friend.
I: So to the product category, the product you were thinking of, how involved do you
consider yourself to be with that product category? And our product category is...hair
care product?
R: Yes. Hair care products. I consider myself to be pretty highly involved in that really
when I started visiting this retailer is when I really became involved. I have always used
products in my hair because it was fun, but when I started visiting Melissa I really started
paying attention to different products. She’s never has an affiliation (with a particular
brand) so she has always had a variety of products. So that’s when I really started
learning about different stuff. And because I started greying early like 24. And y’know, it
has gotten a lot worse. So the products she sells are about maintaining color and not
letting them fade. Because I’m sensitive about my grey I’m probably more involved with
coloring products than most girls my age. So having the products and hide the grey are
really important to me.
I: When you say “highly involved” what does that mean to you?
R: It means that I...um… am very interested in it. I’ll spend time ( a lot of time) learning
about it. There are some other products I could care less about. I just don’t care. But if
Melissa wants to talk for 20 minutes about the different products she has I’m interested. I
want to know. I want the information. And I’m pretty cheap. I buy all of my clothes from
old navy. But when I come out of Melissa’s store it’s...I’m not embarrassed to say
sometimes I’ve spent 200 dollars on products. I will spend the money for hair. Y’know I
don’t buy drugstore makeup, but I don’t buy super expensive makeup. But with hair stuff
I will spend the money. And that’s the only thing I really will splurge on, is hair.
I: So you just said that you could spend up to $200 with her but you were thinking of a
situation where you have seen the product in her salon and then went and bought it
online. Can you describe one of those particular situations to me?
R: Yes. So the latest color that she is using and they have a whole product line. So she
has a lot of these products. They take up a whole shelf is daveness. It’s an Italian line and
she just started using it within the last year and I really like the color on my hair and I
LOVE the products. But they are freakin expensive.
I: How expensive are they? In general?
R: Like the shampoo is probably $35. That’s expensive regardless. But when I’m a grad
student, that’s really freakin expensive. But she (Melissa) has given me samples of it
before (she’s great about that. Giving me samples so I can try some) and I love it, but I
can’t bring myself on a grad student budget to spend $33-35 on shampoo and then $33-35
on conditioner when they are not huge, big, bottles. So if I buy from her, obviously she
has some kind of a markup. But I really like the product. I really like how it works. But I
have gone and “amazon-ed” daveness products because I just can’t… And I justify it now
by saying it’s because I’m a grad student. I don’t know what will happen once I’m not a
grad student anymore. It would be hard.
I: Was there a significant price savings on amazon? Or what was the price savings?
R: It was maybe 5 dollars cheaper. And I did feel guilty because I am friends with her
(Melissa) and I know that she is struggling financially and I should have thrown money
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her way, it’s just, had that been the only product I was going to buy from her, maybe I
could have justified it. But I was buying several other things too. So I got to like a critical
mass. Like , “ok I cannot spend anymore”
I: So at this particular visit you did purchase items from the store? You just purchased
additional items online?
R: Yeah so once I got to $200 on products I was like “ ok I can’t spend anymore but I
still want this so I’m going to go see if I can go and find it cheaper online.” If that (the
shampoo and conditioner) were the only thing I was going to buy, perhaps I would have
just bought them at the store. But it’s like I had this internal ceiling. I can’t live with
myself if I go over this level.
I: So the price savings was the determining factor in you going online?
R: The price savings and I still, I mean it’s, I still have some left over, and so I wasn’t
completely out of shampoo. And still, it’s shampoo, so it’s not something I needed right
then. I didn’t need it immediately. And even if I was I could pick up something from the
drug store to tide me over until my order came in. So it wasn’t something I had to have, I
had the time to wait. And it was a price savings since I had reached that critical mass. I
mean I will throw money her way because she has kept me for 10 years and I think she’s
great and she keeps me up to date on products and she is my friend. But it’s like there’s
only so far that I’ll go.
I: what if, theoretically, when you were making this decision that you were going to wait
and buy it online, what if you had been out of the product right then? Would you have
still hit that magical price ceiling? Or do you think you would have gone ahead and
bought it? Hypothetically.
R: I don’t know. I’m pretty easily swayed. So if she would have just said “oh I’ll knock
five dollars off the price” I would have been like “oh alright I’ll just go ahead and get it.”
If I had hemmed and hawed and she would have worked with me a little more I probably
would have gone ahead and gotten it. I was teetering. So any push I would have gone
ahead and bought it from her.
I: Lets talk about the online retailer. So you said you went to amazon right? How frequent
a user of amazon are you? How often do you go to amazon?
R: (laughs) do I have to answer? It’s a problem. A lot. The one click is killer. I buy a lot
from amazon.
I: What are some things that led you to amazon? Did you look around for these particular
products or did you go straight to amazon?
R: I actually went straight to amazon. And that’s mainly just because I’ve been doing it
forever. I have the one click and the prime membership. It’s just so easy. I can order from
my phone or tablet. They have my information saved. There are probably other placed to
by the daveness products, some probably even have better prices, but would have to
enter all of my information and I don’t want to do that.
I: Did shipping costs play in at all to your decision to shop online?
R: Yes. I have amazon prime so if I can buy it through prime with free two day shipping
I’ll usually always do that.
I: If you went online and you realized that it was cheaper on amazon but you would have
to pay shipping…
R: I probably just would have bought it from Melissa.
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I: Did you have mixed emotions about purchasing online after visiting the retailer?
R: I do. I really do. Especially because I’m friends with Melissa. I feel like I’m taking
money out of her purse. She spent the time to explain them to me and to compare the
products. She went through the whole comparison process. She spent the time; she shared
her knowledge, knowing full well that I could not have bought anything from her. She
still shared that knowledge with me in good faith. But yeah my personal relationship
definitely influenced my guilt.
I: How would you describe the mixed emotions?
R: Guilt mainly. It’s kind of a jerk move.
I: But you said grad students don’t make a lot.
R: Yeah from a realistic perspective I could justify. But I am pretty giving and
sympathetic. I don’t want to screw anyone over. Even if its justifiable. I just didn’t want
to take advantage. And she has, in the past, given me discounts. but I feel like she’s been
good to me. So theres a certain level of guilt. When I have more money it will be a
different ball of wax.
I: You think when you have higher income it will be different?
R: I think so. I think I would feel guiltier if I had the means to spend with her. If I had the
means I wouldn’t be able to justify buying it online. That would be a complete violation
of the relationship.
I: How do you think you would feel if you did have the means? Do you think you would
get additional satisfaction from that?
R: I’d probably feel good about helping out a friend. It’s clear that she appreciates the
business. She makes a cute little bag when you purchase something. You know I think
that this last time, she gave me a reusable bag. She usually does a cute bag with cute
tissue paper. And I know that’s an additional unnecessary expense. And shes putting for
the effort just to make it cute. Cuter than a plain bag or box.
I: So beyond an increase in your income, is there anything that she could do to influence
you in this situation to buy from her rather than online?
R: If she had knocked five dollars off or made some other discount. Yeah or if she
could’ve maybe like given me other free samples. That might have done it. Or just
knocking off a few dollars. Because it really was that I’d reached that spending limit.
I: Would the discount have to be equal to the discount on amazon? Or just a discount?
I: No probably just a discount. Knowing that she was trying to accommodate. So if she
had knocked anything off I would feel like she was trying to work with me a little bit and
I would have felt more obligated to meet her halfway. Even a couple of dollars or 10
percent. That would only be $3 but I still would have bought it. Because she was willing
to come down a little bit.
R: So if you were in the same situation with no additional discounts or anything do you
think you’d do the same thing? Go back to amazon?
I: Exact same situation?
R: Probably. I think income would change it. Or a discount. But that’s it. But again, I
already spent money with her. And if it were the only thing I was going to buy I would
have just bought it from her.
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Interview 12: Olivia
Interview #:12
Pseudonym: Olivia
Age: 33
Gender: F
Interview Time: 6:34
Product category: Home Decor
Product: Gift Set
Retailer: Gift Shop
I: In general, why would you go into a specialty retailer?
R: Just to find something different.
I: Something you can’t find somewhere else?
R: Yes. Something unique.
I: What do you think are some benefits to shopping in a specialty retailer versus shopping
online?
R: You can actually see and feel and hold whatever it is you’re looking at rather than just
seeing a picture. I’ve shopped online before and gotten the item and it’s been a different
size or color than I thought. So if you actually go to the store you can see it and touch it.
I: The retailer you’re thinking about, do you have a relationship with the retailer? Is it
somewhere you visit often?
R: Nope.
I: How many times do you think you‘ve visited this retailer?
R: Only 3 or four times a couple of years ago.
I: What product category are we talking about?
R: It was a, I don’t know how to explain it, it was a set and it had candle holders and
candles and some other little decorative thing. A gift set. Something to stick on the
mantle.
I: So how involved would you say you are with things like this, with home décor items?
R: I don’t shop for them a lot. It was a gift. I had heard somebody say that they liked that
particular item so I went to check it out so I could get it for them as a gift, and then I
didn’t like how much it cost.
I: So you heard that the individual wanted this product, so you went to this store. How
did you know which retailer to visit?
R: The person who told me they liked the set also told me where I could find it.
I: So you went to check it out. Tell me about that. About being in the store.
R: I just went in there; it was kind of small and quaint. I walked around until I found it. I
had a picture on my phone.
I: So no one helped you?
R: No I just walked around until I found it.
I: So you saw it in the store, was it what you expected it to look like?
R: Not exactly, I kind of thought it was, I don’t know. It just wasn’t exactly what I
thought it was going to be.
I: do you remember how much it cost in the store?
R: I think it was $65.
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I: did you already know you could find it cheaper online?
R: no.
I: So you just decided you didn’t want to spend that much?
R: Yeah well I might have gone back and bought it if I couldn’t have found it anywhere
else cheaper, but I was definitely going to go look around and online to see if I could find
a better price.
I: So did you go home to look it up?
R: yes.
I: Do you remember what website you went to?
R: amazon.
I: do you remember how much it was on amazon.
R: no.
I: but it was cheaper?
R: yes probably $15-20 cheaper.
I: Did you have to pay shipping?
R: Yes so with shipping it was probably $10-15 cheaper.
I: Please describe your relationship with amazon.
R: Yeah. I shop all the time.
I: Did you have any kind of mixed emotions about going into the store and then going to
buy it online?
R: No. I’m a bargain hunter so it’s all about the price for me.
I: Is there anything that you think the retailer could have done to encourage you to but the
product from them rather than from amazon?
R: It’s all about the price. So if they had offered a discount or a groupon then I might
have bought it from them.
I: Do you think the discount would have had to match the price that you found on amazon
or just gotten close?
R: Just closer.
I: Have you bought other things from this retailer?
R: yes
I: Do you always price shop?
R: No.
I: If you had needed this gift in the moment do you think you would have gone ahead and
purchased it from the store?
R: probably, yeah.
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Interview 13: Lucy
Interview #13
Pseudonym: Lucy
Age: 34
Gender: F
Interview Time: 10:33
Product category: Kitchen Products
Product: Cupcake Pan
Retailer: Thyme
I: In general, why would you choose to shop at a specialty retailer?
R: Because I like them? I’m serious I like to go to cute little specialty shops and see what
they have. So it sounds silly but I just like them.
I: So just to look at their products?
R: Yeah just to see what they’ve got. They usually have cute things and things that the
big stores don’t have and especially living here it’s nice to go somewhere that isn’t WalMart.
I: What would you consider to be some benefits of actually going into a specialty retailer
versus shopping online?
R: I guess ease of it. That would be… you know you don’t have to wait for it, if there’s
something wrong with it you don’t have to pack it up and ship it back. Sometimes
customer service. Just to have that relationship with the person if they know you and
know what you like. That kind of stuff.
I: Have you been to a lot of stores where you did have some kind of a personal
relationship with the person there? They knew you …you knew them
R: A few of the stores back home in Georgia. Yeah there were a couple of stores; there
was a cooking store, and a kid’s store. They were like our best friends and they knew us.
Anytime we needed like a baby shower gift I always went in there. And that was a
different case because whether it was cheaper online or not I always went to him because
I had a personal connection to the owner.
I: In this particular situation that you’re thinking of…do you have any kind of
relationship with that specialty retailer?
R: No. Although I did do a cake for her.
I: So do you have a relationship with her now?
R: Yeah so I baked her a christening cake. The lady, the grandmother of the baby who
was being christened said they owned Thyme.
I: But at the time of your specific situation you didn’t have a relationship?
R: No I had no idea. No when I’ve been in the store before I had no idea who anyone
was. But now when I go I’ll know who she is.
I: How often do you think you’ve been in there?
R: Um. Not too often. Maybe five or six times in the last year.
I: So you didn’t know the employees, they didn’t know you?
R: Right
I: How involved would you say you are with the product category you’re considering
(baking accessories)?
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R: (laughs) I’m actually pretty involved with baking stuff. I’d say I’m pretty involved.
I: So you use it a lot?
R: Yes. It’s a big part of my free time. I try to keep up with new things. I like pans. I
like…we have two giant shelves of baking accessories in our apartment. I’m very
familiar …involved. I just ordered something new the other day.
I: Ok so let’s go to your particular situation. If you could walk me through from your
decision to go into the store up until you decided to purchase the item online.
R: Um. I went in the store because I had been in there before and then my husband go
me some stuff there for Christmas. And I said “where’d you get it” and he said “oh I got
it from thyme” and he was so excited. So after Christmas I was like “oh I’ll have to go
check that store out” and I went and I looked and they had some cute stuff. They had
fancier stuff and entertaining stuff, but they had a particular section for baking. And I was
digging through and they had a particular brand of pans that I like (fat daddios). And I do
I like their pans and they had sheet pans, cupcake pans, loaf pans, all kinds of stuff. And I
was looking for a cupcake pan. And I found it there but I thought “well, I’ll look online
and compare the price.” So and I did. I looked online and it was cheaper on amazon.
I: So did you go home and check the price or did you check it while you were still in the
store?
R: I went home and checked it. I didn’t want to be “that person.”
I: So it was basically the price that led you to buy the pan online?
R: Yeah. Price and I guess it doesn’t matter, but we have amazon so we can do two day
shipping for free, so that’s nice.
I: Do you have any idea how much your price savings were?
R: It was probably $5-10. Not a great amount, but enough that I thought “well I’ll save a
few bucks and maybe get something else too”
I: Have you bought anything else at Thyme?
R: Yeah. Yeah. They have a lot of le creuset pans. If I had a lot of money I would buy
them.
I: So you didn’t need the cupcake pan that day. If you had to you think you would have
gone ahead and bought it at the store?
R: Yeah probably.
I: Even with the five or 10 dollars savings?
R: Yeah I would have. I hate doing it but sometimes I don’t have time I get it here from
amazon.
I: So you bought the pan from amazon?
R: yes
I: What is your relationship like with amazon?
R: I have a package waiting for me now. We shop with them very often. You know that
thing at the bottom, suggestions for you? It’s all baking stuff. I probably shop with them
3 or 4 times a month.
I: Do you think that you looked anywhere but amazon for prices for the pan? Or did you
go straight to amazon?
R: I went straight to amazon. Because I can get it in two days and its tax free. There’s
another website that I like to use, but the shipping is crazy because they FedEx
everything. They’re shipping can be $14-15. So if I use amazon its free shipping.
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I: Do you have any kind of mixed emotions about purchasing the product online after
looking at it in the store?
R: No. I don’t think so.
I: What do you think they could have done to encourage you to purchase the item that
day in the store?
R: I don’t know. You know obviously money was the determining factor. I’ll go check
this out and see what’s cheaper. I guess maybe if there had been some sort of an up sale.
Because there really wasn’t too much customer service at all. I mean they don’t know
me. I’m not one of their regulars. Only if the price were the same.
I: So if you’d gone to amazon and seen that the price was the same, do you think you
would have bought it from thyme or online?
R: I probably would have gone back to the store. Especially because if there was
something wrong with it or if I didn’t love it, it would have been easier to take it back.
I: So speaking entirely hypothetically, now that you have a connection to the store do you
think you’d be more or less willing to do the same thing?
R: I would feel a little different. I thought I should go back in there and buy some things.
But yeah I would. I thought I should go back there. Because we have a connection now.
Maybe I could make treats for open houses they have or something.
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Interview 14: Doug
Interview #: 14
Pseudonym: Doug
Age: 38
Gender: M
Interview Time: 11:44
Product category: Kitchen Products
Product: Cupcake Corer
Retailer: Thyme
I: So, not in your specific situation, but in general, what do you feel are the benefits of
shopping at specialty retailers?
R: At a specialty retailer. Convenience and selection.
I: What do you mean by convenience?
R: So they’re in town. So it’s…if I could order it online I probably would…it’s a
specialty retailer I can go and probably physically look at it and make sure it’s what I
want. And I know that they’re going to have something that a big box retailer would not.
I: So product selection, being able to look at the item and the convenience of having it
readily available.
R: Correct.
I: What would you consider to be the benefits (if there’s anything different than what you
said) of going to the specialty retailer versus buying online?
R: The tangibility of it. The being able to have product in hand. To see it. To make sure
that it’s… you know… all of the benefits that go with actually having the product in
hand. Also convenience, so you’re going to get it right there.
I: Immediate gratification?
R: MMhmm
I: So tell me about the retail you’re thinking about with your specific situation.
R: It’s a local retailer called Thyme. And it’s a specialty kitchen gadgets and baking
supply shop.
I: And that’s here in Starkville?
R: Yes.
I: How would you characterize your relationship with that retailer? Is it somewhere you
go often? Do you think that they know you personally?
R: I don’t think they know me, no. Um I have been in there a few times as a…for my
wife because it’s a hobby that she has.
I: How involved would you consider yourself, or in this case, your wife, to be with the
product category?
R: Extremely involved
I: Extremely involved
R: Extremely involved.
I: What does that mean to you?
R: It’s a...well…it’s very much a part of who she is as a person. So she’s a baker. When
you go into our house in our spare room we have a ridiculous whole section of baking
supplies. Y’know …it’s her hobby. It’s what she does for fun. It’s what she identifies
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with. And as such, she is extremely involved with it. Any bit of … disposable income
she has goes to that product category.
I: So highly involved?
R: Highly involved.
I: Ok so let’s talk about the particular situation. If you would walk me through from the
reason you decided to visit the store all the way through receiving the product.
R: Right. So… Um. The reason I decided to reason the store to see the product?
I: The reason for you going in in this particular situation.
R: Ok yeah. Because she told me that she wanted a cupcake corer. So apparently what
this is something you…it’s like a plunger... you put it in the cupcake and you can remove
part of it and then put your cream in there for your cream filled cupcake so it’s a cupcake
corer. So I had gone online and I had seen it at amazon. But the reviews were kind of
sketchy. So the reviews were like a 5 star and a 3.5 half stars so it was kind of sketchy.
Some people loved it and some people hated it. So before I ordered it I kind of wanted to
check it out to...you know. To make sure it was good quality.
I: So you said check it out. What kind of things were you looking for to assess quality?
R: Just to make sure that the springy device and was it all plastic or what was It boxed in
or did it look good. Cause it was gonna be a Christmas gift. So really I just wanted to
make sure it was something I could present and show that I gave some sort of effort to it.
So that’s why I went into the store. To check it out physically. Also to get their prices
with the two of them. To see which was cheaper the online or the store.
I: So you went in the store and just looked for this one item?
R: Uh no. there was a slew of things that she wanted. So she wanted the cupcake corer
and …uh… a whole bunch of baking stuff.
I: But it wasn’t just the one item you went in for?
R: No but I was surprised they had it. Because in the small little town of Starkville you’d
think it was kind of a specific thing. But they’re a specialty retailer.
I: Did anyone help you find what you were looking for or did you find it by yourself?
R: Oh yeah they … I remember telling the story about how people are different in the
south because they come up all “Hey can I help you?” and it’s really involved with that.
I: So they gave you good customer service?
R: They did. They gave me excellent service yes.
I: But you did not buy the product there?
R: I did not buy that particular product that day.
I: Did you buy anything else that day?
R: I did buy other products there that day.
I: Ok so what made you choose to buy this particular product online when you bought
other products in the store?
R: Uh this is price on this particular product.
I: Do you remember how significant the price savings were?
R: It’s gonna sound silly but the price online was 9.95 and the price in the store was
13.95. However, that’s not taking into consideration tax. So when I buy from amazon I
don’t have to pay tax as well. And the shipping is free. And I can have it shipped directly
to, at this point we were going to see her folks in Georgia so I could have it shipped
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straight there. And have it taken care of there. But there were some things that the …that
she wanted that amazon did not have or were actually cheaper in the specialty store.
I: So was ultimately the price the deciding factor?
R: It was the price. The price and the convenience of it. The shipping and what not. I’ll
tell you though. I’m sure you may ask but if I had it to do again, because of the service
that I got and that they giftwrap for free. Oh yeah. They did a nice job with it. I would
…the dollar differential I would definitely give that up to get the free gift wrapping and
to get the…
I: So you didn’t know ahead of time that they were going to do the giftwrapping?
R: I didn’t know that giftwrapping for free happened anywhere
I: Really? Because it does. I’ve worked at stores where we did free giftwrap.
R: Yeah I did not know that. In fact that was kind…there are two specialty stores side by
side… one is what I call a southern store… but uh across the way it’s called the purple
elephant and they gift wrap too. So that day was kind of a customer delight day. I got all
this free giftwrapping and they were so nice. They did a great job. I would never be able
to giftwrap something like that.
I: So you said you went to amazon. How would you describe your relationship with
amazon?
R: Amazon is a very utilitarian relationship that I have. It’s very functional. Uh.
I: You order a lot?
R: I order a lot of stuff through amazon. I do. I do. Pricewise it’s almost like you can’t
beat it.
I: So do you usually use amazon because of price savings?
R: Exactly. Because of price. And I would probably prefer to order from amazon rather
than go to Wal-Mart and buy it for the same price.
I: So convenience as well?
R: Yeah. And I can have it delivered to the office and so I know someone is always going
to sign for it. I know exactly where it’s going to be. So yeah convenience and price.
I: Did you shop anywhere else, did you compare the price anywhere else online for this
purchase or did you just go straight to amazon?
R: Yeah for the cupcake plunger, I did. There are some more specialty online shops you
know that sell specifically baking goods and whatnot and it was more expensive and
shipping was going to be an issue.
I: so you’ve alluded to this, but do you have any mixed emotions about going in the store
and then buying it online?
R: Like I said, had I had it to do again, and I wouldn’t say that it was out of any other
reason than what I would get out of it. I’m not saying that I feel like I screwed Thyme
over. But had I to do it again, with the free gift wrapping and everything that was
involved with that…I would definitely have bought it at the retail store. In fact I used this
example in my class when I talked about relationship marketing. And how you know…
I: so is it gratitude for the service?
R: yeah it’s gratitude for the service and it’s also the sense of…you know they…I’m a
guy and I’m walking into this baking store and I’m immediately out of my element and
they treated me in such a way that I felt accepted and they understood...I’m sure a lot of
guys come in to do that. So I felt more at home in that way. So if I go in there now I feel
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like they’re going to be able to help me out and I won’t have any hesitation to interact
with the employees.
I: Is there anything, in this particular situation they could have done to influence you to
buy the product from the store rather than online?
R: I don’t know because it was strictly monetary.
I: So if the price was the same you would have bought it there, in the store?
R: Yeah if the price was the same I would have bought it there.
I: what if the price was in between the 9.99 and the 13.
R: Just for convenience yeah I probably would have bought it there.
I: just for a closer price difference?
R: yeah because I was buying other stuff off amazon as well so I figured I’d just add that
to my order y’know.
I: What if you had known about the free gift wrapping ahead of time?
R: Oh yeah . Because that free giftwrapping would have made it worth the money. Worth
the difference.
I: So you just would have bought it there
R: Oh without a doubt. Because then you have an impressive pile of presents to being
home.
I: So you think that if you had to go back and buy another cupcake corer next week you
would just buy it from thyme?
R: If it was available I’d just buy it from thyme. Let me rephrase. If it was a gift like that
then I’d buy it from them. Definitely.
I: because of the added service of the giftwrap?
R: Because of the giftwrap.
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Interview 15: Allen
Interview #15
Pseudonym: Allen
Age: 40
Gender: M
Interview Time: 11:19
Product category: Fashion Accessories
Product: Vera Bradley Purse
Retailer: Small Purse Store
I: So in general, not necessarily your specific situation, but in general, why would you
shop at a specialty retailer?
R: Service and support. Yeah. Basically service and support for a bricks and mortar
retailer would be my reason for choosing bricks and mortar. Also, speed and expediency,
situations where I can’t wait for delivery. But by service I mean knowledge, I mean and a
degree of friendliness.
I: So by service and support are you lumping those together or are they separate in your
mind?
R: Um support is more or less kind of follow up. Follow up as far as if it needs repair or
to be returned or if intended gift recipient doesn’t like it, that kind of thing.
I: And so you mentioned immediacy. So if you wanted a product today you might visit a
specialty retailer?
R: A bricks and mortar retailer that might have what I want? Yes.
I: Ok so are those the benefits that you see to shopping at the retailer rather than online?
R: Yes
I: So this particular specialty retailer that you’re talking about in this situation…so do you
have any type of a relationship with this retailer? How many times do you think you have
visited this retailer?
R: I think all of twice. And the second visit really is going to be the last visit.
I: Can you tell me about the retailer?
R: Yeah it was a small purse shop that carried those designed quilted purses
I: Vera Bradley?
R: Yes. Vera Bradley.
I: Is it in Starkville?
R: No it’s in Johnson City TN. My wife and daughter and I were in there and we’d
actually been helping her parents with something at their house so we didn’t look our
best. At the same time we were pointedly ignored. We…I…there were customers, who
came in and out, but we spent time in there and it was clear to me that we were ignored.
So at which point I got fed up, I took my cell phone out and I started scanning the
barcodes of the purses we were looking at. Saying “ ok well we don’t have to wait for
them, I can get it from amazon and it will be here Wednesday”
I: Fair enough.
R: It was almost as motivated as much by frustration as anything else.
I: That’s interesting. So you have no kind of personal connection to the retailer?
R: No
161

I: And you probably won’t visit again?
R: No I will probably never go back there again.
I: With the product category, now you said it was a gift for your wife. So granted…
R: Well it was an intended purchase. She was there. If I ever went back there it would be
the only possible motivation, to get a present.
I: So maybe you’re not personally so involved with purses, but through her how would
you rate your involvement with that product category, like accessories. Does she have a
lot of Vera Bradley purses?
R: She has very few.
I: Are they special to her?
R: They’re actually very special to her. And I guess the fact that they were ignoring my
wife bothered me more than them ignoring me.
I: So does she like, not fashion, but accessories?
R: She loves accessories. I mean 31 those purses bags she has quite a few of those. And
um she has a total of 4 vera bradleys.
I: Do you think she visits the retailer often?
R: I doubt it.
I: Same reason? Bad service.
R: Yes just the bad service. Being ignored to that degree. No we don’t look like high
rollers, but at the same time we were there, looking and discussion, evaluating things and
when my wife ventured toward the desk and no recognition was made of that fact even by
the person at the desk….
I: Yeah well you mentioned that at a specialty retailer you expect service and
support…so you weren’t getting that?
R: Right
I: So you’ve pretty much described the situation but let me recap. So you went into the
retailer. You had intended to buy this bag…this particular bag ?
R: Yes my wife was curious about a particular bag that her coworkers had gotten.
I: So this particular bag was available in the store?
R: It was available in the store
I: And you scanned it and decided, because of the bad service that you were going to go
buy it online?
R: Yeah.
I: Ok. So for you it was the bad service that made you go online? Was there any other
motivation to buy online?
R: There was a $12 savings buying online, even after shipping.
I: I was about to ask about shipping. So you did have to pay shipping?
R: Uh yeah. Yeah. Actually I think the shipping was included with purchase.
I: So do you remember what online retailer you purchased the bag from?
R: Uh it was from or through amazon. But it was on the amazon portal. There’s a good
number of retailers who sell through amazon so I’m not sure if it was one of them or just
amazon itself.
I: Tell me about your relationship with amazon
R: My relationship with amazon is long term. I have been purchasing from them since the
late 1990s. I think I signed up for prime within a week of them rolling it out. And I’ll be
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absolutely honest, they’ve only let me down three times and I was really impressed by
their speed of recover.
I: So do you usually turn to amazon just because of the price savings? Free shipping?
What is your primary motivation to use the site so often? As opposed to shopping in
store.
R: The primary motivation is convenience. Convenience. I mean this is a profession that
consumes a large amount of time and it boils down to when you need it and you
recognize that say Wal-Mart has it. More than likely Wal-Mart has this. The next
question is “do I want to go to Wal-Mart at 2am” or 10pm or at the time that I’m
available to do stuff? Or would I rather have it for more than likely almost the same price
delivered to me and so on.
I: So immediacy. The purse wasn’t something that you needed that day. Had it been
something that you needed or wanted that day how do you think you would have reacted?
I your wife needed it right then?
R: I would have probably purchased it at the retailer. But I tell you if that store had had
an online feedback area. If I had had to purchase it there I would have gone online and let
my feelings be known. Um I’ve done that to a few retailers.
I: You were not happy with the retailer, but did you have any mixed emotions about
going and seeing the product in store and then purchasing online?
R: I didn’t. My wife did.
I: Did she?
R: Yeah. Because she was frustrated too and once it was established that she was
frustrated my thing was to go ahead and bring out the cellphone and start scanning the
prices. And she was kind of hesitant that how brazenly I was doing it. But our…their
determined ignorance of our existence was frustrating.
I: Why do you think she was concerned with how brazenly you were checking the prices?
R: I think she felt it was confrontational and I guess it was. It was my own version of
being confrontational.
I: Why would it be confrontational?
R: Because I’m doing a behavior that does not decrease the value of their product, but is
basically their nightmare.
I: In that circumstance, is there anything that the retailer could have done differently to
encourage you to actually purchase the product in the store rather than going online?
R: Well not ignoring my wife.
I: So if they had just provided better service?
R: Yeah if they had come up and helped my wife…at the point when the woman saw my
wife…obviously saw my wife...and then went into the back while another woman
helping a more visually affluent individual but no, when that happened that was…
I: So if you had gotten the service you had expected, you might have purchased the
product at the store?
R: We would have purchased it there. Both for, I mean we needed to make sure it was the
right size and so on…and yeah you see the specifications of size online, but there’s
always that kind of one company’s four inches is not another company’s four inches. So
we probably would have purchased it there. But just the…their not helping us.
I: Is there anything else you would like to add?
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R: Yeah I mean you’re, you specialized a small retailer. But I’ve been in similar
situations at big box retailers like best buy. And in the best buy situation I would
purchase mainly for the support. I would purchase at a best buy for situations knowing
that my wife and daughter could bring their items in for support and to be fixed. But the
purse store is the best example I have for a small retailer.
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Interview 16: Ted
Interview #16
Pseudonym: Ted
Age: 45
Gender: M
Interview Time: 8:49
Product category: Books
Product: Book Series
Retailer: Local Bookstore
I: So in general, why would you choose to visit a specialty retailer?
R: I think… in the situation that I’m thinking of is that generally I would think they
would seem to have a certain level of expertise in a very narrow kind of product field. So
if you’re looking for something kind of unique or special you know specialty retailer.
I: In particular, what would you consider to be the benefits of actually going to a
specialty retailer versus just buying products straight offline?
R: The benefits? Probably because there are people in the store that know what the
subject is and there’s a level of expertise there and you can ask questions and have
feedback on that.
I: Let’s go specific to the situation you’re thinking of. If you describe your relationship
with that particular retailer. Did you go in there a lot? Did they know you?
R: We would go there I would say fairly regularly. It was a small bookstore in Tulsa. And
when my daughter was growing up she loved books and we would always go in and look
for books and see what the latest series were that were coming out and those kind of
things. And the people there knew a lot. You know they had pretty good knowledge
about the particular…you know who the authors were what the authors were what were
good books for kids in her age and that kind of stuff.
I: did they have book readings or anything?
R: I think they would have like a weekly reading or story time and my wife would take
my daughter to them.
I: But no serious personal connection? You didn’t know anyone who worked there or
anything?
R: No not at all
I: With the product category being books, how involved would you consider your
family’s involvement with books?
R: Um. For the most part my wife was kind of the… she did the most of that. I would go
occasionally because I would look for books for myself too. Yeah we have way too many
books and not enough bookshelves. It’s the big problem in our house.
I: So if you will go ahead and describe the situation in which you visited the retailer and
then bought online. From what led you to the bookstore to what led you online.
R: I think …as I recall the situation we were looking for a particular book series that my
wife had heard about form somewhere else so we went to THE bookstore to to find out if
they had it. And they didn’t have it and my wife spent a lot of time talking with the owner
or whoever the employee was there about it. And they said they would see if they could
order it. It wasn’t something that they had but they would be glad to order it special for us
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and all of that. So I kind of said well I’ll just look on amazon or go to ebay or something.
It seems like it was an older series.
I: Did they know what it was you wanted?
R: Yeah they knew about it but they didn’t have it so they were going to try and find it
for us and go to the effort to do that. And we got home and I just looked it up and I found
it on amazon. And we bought it that way.
I: So it was the price that you considered?
R: In that situation it wasn’t really the price. It was just getting our hands on it. The
retailer didn’t have it and it was kind of a unique thing because even the specialty retailer
didn’t have it so even though we spent time there and they knew about it and offered to
make an effort to get it for us and all that…eh.
I: So do you think that if they had had it on the shelf that day that you would have gone
ahead and purchased it?
R: Probably. Probably we would have if they had had it. But then again maybe then price
would have been an issue. But if they had had it, like I said we had bought a lot of books
there before, so if they had had it we may have just bought it while we were in there but
in that instance it was just something that they didn’t have.
I: So you decided to purchase the product online simply because you could not get it at
the store?
R: yes
I: and if you could describe your relationship with the online retailer please.
R: Amazon. But yeah amazon …. My relationship with amazon…
I: do you shop with them frequently?
R: I do shop with them frequently. They take my money frequently. I don’t know if I
have a relationship with them?
I: It may not be the best word. But you shop with them frequently? Are you a prime
member?
R: I just became a prime member. I tend to spend a lot on there and paying for shipping
gets kind of expensive.
I: So the time of the situation we’re talking about you would have had to pay shipping?
R: Right.
I: Do you have any kind of mixed emotions about doing this? About talking to the
employees at the retailer and then ordering the product online?
R: In this situation not necessarily, but generally yeah I, like I said I kind of struggled to
think of an instance where I’d done that and I couldn’t think of any. I mean if I went to
the specialty retailer then it’s because I wanted to buy something from there.
I: So in this particular instance, if they had the product and you still went online how do
you think you would feel?
R: I probably would have felt like I…yeah…I think I mean again if price had been a huge
difference, if they had wanted 50 dollars for it and I could get it on amazon for 20 or
whatever it was I got it for I probably wouldn’t have felt bad about it. But if it was a
difference of a few dollars I would have just bought it at the store I think.
I: what could the specialty retailer have done to encourage you to purchase from them
rather than online?
166

R: well they offered to order it for us. So we could have gotten it from them. But it
probably would have taken the same amount of time. I would have wound up. Maybe
because I’m sure they would have charged me more for them ordering it. But in my mind
it was just easier to order it if I could fine it online. Then I could have it shipped directly
to my house and I wouldn’t have to go back to the store to pick it up or something else.
So then the convenience of it just seemed easier.
I: What if they could have ordered it for you at no additional charge? Yeah
maybe. But then again I would have to go back to the store to pick it up versus having it
delivered to my house.
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OPEN-ENDED QUESTIONAIRRE
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Open-ended Questionairre Consent
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Open-ended Questionnaire

Before we get started, please tell us the name of the specialty retailer you have in
mind. This is just validation purposes. This information will not be shared with the
retailer.

With many products today, customers have numerous options as to where they can
purchase a desired item. What is it about this specialty retailer that makes you want
to purchase items from them rather than from another retailer?

In what way does the service you receive at this retailer influence your purchase
decision?

Please think of a time when you have shopped with this specialty retailer and then been
faced with the decision to purchase the item (or items) for which you were shopping
either from that retailer or from a separate online retailer. In as much detail as
possible, please respond to the following questions with this specific situation in mind.
What factors might make you want to buy the item online rather than from the
specialty retailer?

If you decided to purchase the item online, is there anything (other than price
matching) that the specialty retailer could have done to encourage you to purchase
the item(s) at the store rather than online?
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If you browsed at the store and then bought the item(s) online, did you feel guilty
about this decision? Why or why not?

What year were you born?

What is your gender?
__Male
__Female
What is your zip code?
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ONLINE SURVEY
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Online Panel Survey Consent
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Online Survey

First, there are a few questions regarding your general shopping habits.

Strongly
Disagree

Neither Agree
nor Disagree

Strongly
Agree

I am willing to go to extra effort
to find lower prices

1

2

3

4

5

6

7

I will shop at more than one store
to take advantage of low prices

1

2

3

4

5

6

7

The time it takes to find low prices
is usually worth the effort

1

2

3

4

5

6

7

I’m willing to make an extra effort
to find a low price

1

2

3

4

5

6

7

Strongly
Disagree

Neither Agree
nor Disagree

Strongly
Agree

I think that people should shop at
locally owned and operated
merchants

1

2

3

4

5

6

7

I think it is important to shop at
locally owned and operated
merchants

1

2

3

4

5

6

7

I have a responsibility to support
locally owned and operated
merchants

1

2

3

4

5

6

7

I want to support locally owned
and operated merchants

1

2

3

4

5

6

7

Supporting locally owned and
operated merchants is important to
me

1

2

3

4

5

6

7
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Now, please tell us the name of the locally owned outdoor specialty retailer you have
in mind.

Please keep this retailer in mind as you answer the following questions…
Strongly
Disagree

Neither Agree
nor Disagree

Strongly
Agree

Help customers with problems
beyond what is expected or
required

1

2

3

4

5

6

7

Go above and beyond the call of
duty when serving customers

1

2

3

4

5

6

7

Assist customers even if it means
going beyond job requirements

1

2

3

4

5

6

7

Willingly go out of their way to
make a customer satisfied

1

2

3

4

5

6

7

Go out of their way to help their
customers

1

2

3

4

5

6

7

The employees at this retailer…

Strongly
Disagree

Neither Agree
nor Disagree

Strongly
Agree

I feel like I have a connection to the 1
employees at this store

2

3

4

5

6

7

I feel that the employees if this store 1
have taken a personal interest in me

2

3

4

5

6

7

The employees at this store seem to 1
care about me

2

3

4

5

6

7

I feel like there is a “bond” between 1
the employees at this retailer and
myself

2

3

4

5

6

7
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I look forward to interactions with
the employees of this store

Strongly
Disagree

Neither Agree
nor Disagree

Strongly
Agree

1

3

5

6

7

2

4

After gathering information about a product at this retailer…
I feel compelled to purchase from
this retailer

1

2

3

4

5

6

7

I feel like I should purchase from
this retailer

1

2

3

4

5

6

7

I feel obliged to purchase from
this retailer

1

2

3

4

5

6

7

If the product you want is not in stock at the specialty retailer, how likely would you
be to wait for the specialty retailer to get it in? (please choose one answer for each
word pairing)
Very Unlikely

1

2

3

4

5

6

7

Very Likely

Not Probable

1

2

3

4

5

6

7

Very Probable

Definitely Would
Not

1

2

3

4

5

6

7

Definitely
Would

Not Possible

1

2

3

4

5

6

7

Very Possible

Free riding (for the purpose of this study) is when an individual uses the services of
a full-service retailer to evaluate an item (trying items one, asking questions,
comparing colors, etc.) but then ultimately purchases the item from an online
retailer.
Given this definition, I thin free riding with the specialty retailer I have in mind
would be…
Bad

1

2

3

4
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5

6

7

Good

Given this definition, I thin free riding with the specialty retailer I have in mind
would be…
Harmful

1

2

3

4

5

6

7

Beneficial

Unsatisfactory

1

2

3

4

5

6

7

Satisfactory

Unfavorable

1

2

3

4

5

6

7

Favorable

Undesirable

1

2

3

4

5

6

7

Desirable

Regarding free riding with this retailer…
Most people who are important to
me think I should not engage in
this behavior

1

2

3

4

5

6

7

Most people who are important to
me consider this behavior to be
inappropriate

1

2

3

4

5

6

7

People who matter to me do not
think this behavior is ok

1

2

3

4

5

6

7

People whose opinions I value
think this behavior is unacceptable

1

2

3

4

5

6

7

What is the likelihood that you would engage in free riding behavior at this retailer?
(please choose one answer for each word pairing)
Unlikely

1

2

3

4

5

6

7

Likely

Impossible

1

2

3

4

5

6

7

Possible

Probably Would
Not

1

2

3

4

5

6

7

Probably
Would

How often do you engage in free riding behavior in general?
__Never
__Rarely
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How often do you engage in free riding behavior in general?
__Sometimes
__Quite Often
__Very Often
How often do you engage in free riding at the retailer you chose at the beginning of
the study?
__Never
__Rarely
__Sometimes
__Quite Often
__Very Often
How important to you is the product category sold at the retailer you chose at the
beginning of the study?
__Not at all Important
__Very Unimportant
__Neither Important nor Unimportant
__Very Important
__Extremely Important
What year were you born?

What is your gender?
__Male
__Female
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What is your zip code?

Thank you for your participation in this survey.
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